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SEE the BUYING CHECK LIST on page 114 


sells on sight... boosts expansive bit sales 


Another Irwin first that keeps you in step with today’s 
modern and profitable trend to “sight selling.” Here now 
is a new and versatile “Hang-Up” Box that gives plenty of 
extra “eye and buy” power to Irwin Micro-Dial and Lock- 
head Expansive Bits. Here now is the convenient display 
you have always wanted to move even more of these “best 
sellers.” Simply hang on peg board, nail or pin. 


Small, handy, easy-to-use at multiple traffic points in 
your store. Profitable to use because Irwin’s new “Hang-U p” 
Box catches the eye, creates the urge to buy, boosts seli- 
serve expansive bit sales. Depend that this timely Irwin 
selling help for hardware and building supply dealers is sure 
to add many more dollars to your cash receipts — and at no 
extra cost to vou. Order Micro-Dial and Lockhead Expan- 


IRWIN sive Bits in the brand new Irwin “Hang-Up” Box today. 


LOCKHEAD 


. 


IRWIN 
MICRO-DIAL 

Ne. 22 Free! New Irwin Catalog. The most 
complete and easiest-to-use wood-boring 
tool catalog ever. All Irwin bits and 
special features are illustrated. No 
searching for needed information. Saves 
ordering time, gives balanced stock ree- 
ommendations. Write Irwin, Wilmington, 
Uhio, today. 


Bores “te 2 


Order from your Irwin wholesaler today 
The Irwin Auger Bit Company 
—— at Wilmington, Ohio, USA, since 1885 


sores 35 standard 
te holes 


Irwin Micro-Dial in new “Hang- 
Up" Box. Two sizes: No. 21 bores 19 
standard holes, % to 134"; No. 22 
bores 35 standard holes, 7% to 3”. 
No. 21 retails at $3.60 each. 
No. 22 retails at $4.00 each. 


Irwin Lockhead in new “Hang-Up” 
Box. Two sizes: No. 1 bores 15 
standard holes, % to 1%"; No. 2 
bores 35 standard holes, % to 3”. 
No. 1 retails at $3.00 each; No. 2 
retails at $3.60 each. 














Typical store scenes show how Irwin's new and handy “Hang-Up” 
Box displays Micro-Dial and Lockhead Expansive Bits on peg board, 
nail or pin at multiple traffic points for more “sight sales.” 
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SP EGGED for fast fix-it Sales 


The best. . . most complete line of quality fix-it products 
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[ a NEW ALL CU g@lunrose 


Here's the most imitated line in the country . . . but notice we said ‘‘imitated’’, not 
duplicated. Be sure you stock DURO- PLASTIC RUBBER, PLASTIC ALUMINUM, rust REMOVER, 
PLASTIC PORCELAIN REPAIR, WHITE GLUE, E-POX-E GLUE, Liquid STEEL, PLASTIC MENDER 


handy-patch, CHEMSTEEL, and the new DARN fabric mender and LOCK-it, the liquid bolt, nut 
and screw sealant. 


Order from your jobber or write 


THE WOODHILL CHEMICAL CORP. 
“Originators and World’s Largest Mfrs. of Plastic Metals” 1390 E. 34th St., Cleveland 14, 0. 
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“SENSATIONAL YALE BREA aie vac 
kf BiG YALE GM-2 
heer smceen: 2 NIGHTLATCH DEAL! 


You sell 36 Yale Padlocks for 
Your cost is 
Your profit is 


$36.98 You sell 6 nightlatches for 


Your cost is 
Your profit is 


BANG-UP YALE FM-1 
CABINET LOCK DEAL! 


You sell 21 cabinet locks for $35.90 
Your cost is 
Your profit is 


All deals include the eye-catching: displays shown 
here. Order now through your jobber or write The 
Yale & Towne Manufacturing Co., Lock and Hardware 
Division, White Plains, New York. 


YALE & TOWNE 


YALE—Reg. U.S. Pat. Off. 


Want more facts? Circle 101, p. 137 
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This display of Nicholson 
or Black Diamond files 
packs a profit of $12.10 

in effortless sales 


It costs you $24.20. Your selling price is $36.30. Here’s what 
you get: 48 Nicholson or Black Diamond files in the most popu- 
lar consumer types. Each has an orange and black Hi-impact 
plastic handle that’s practical and attractive. Each file is 
mounted on a bright card with suggested uses and price. The 
entire unit is skin packed to assure factory freshness despite 
constant handling. * The metal display is free when you purchase 
the 48-file selection. And you're getting additional advantages. 
You're featuring well-known brands. You’re cashing in on a totally 
new and different merchandising idea designed to stop shoppers 
cold. The display aliows you to get files off the shelf. Put them on 
counter top or on pegboard. Here’s a way to create impulse sales. 





A way to turn the browser into a buyer. And without any extra 
effort on your part. « Order from your Nicholson or Black Diamond 
wholesaler today. Watch file sales and profits perk up. Handles 
designed and made by Danco Mfg. Co.—a Nicholson subsidiary. 


«><, NICHOLSON SS NICHOLSON FILE 


COMPANY, PROVIDENCE 1, RHODE ISLAND = FILES 
ROTARY BURS = HACKSAW AND BAND SAW BLADES 
GROUND FLAT STOCK = INDUSTRIAL HAMMERS 
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SELL THE LINE YOUR CUSTOMERS KNOW... 














SEND FOR 

YOUR COPY OF 2 BIG NAME ITEMS 
FAST MOVING ITEMS 

GOOD PROFIT ITEMS 
CUSTOMER SATISFACTION 
NEW PACKAGING 
NEW LOCAL NEWSPAPER PROMOTION 
NATIONAL CONSUMER ADVERTISING 























SNAP-CUT Shears will please all your customers. Home 
owners will like their smooth, powerful cutting action and 
many gardeners will actually be asking for SNAP-CUT 


Tools by name. Be sure you have these money-making tools 
in stock. 


Ask your wholesaler about this fast selling line...GRASS 
SHEARS, PRUNING SHEARS, HEDGE SHEARS, LOP- 
PING SHEARS, PRUNING SAWS, TREE TRIMMERS. 
Ask your wholesaler about the Snap-Cut Profit-Paks and the 
Magic Merchandiser. 


Sales Representatives 
JOHN H. GRAHAM & CO. INC. 
105 Duane St., New York 8, N. Y. 
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Editorial 


by W. A. Phair 


The new item problem ig 


“How do you handle the introduction of new products,” I asked 
a buyer for a large wholesale house during the recent New York 
Hardware Show. 

“New products, I don’t need,” he replied. “Just tell me how [ can 
sell what I already have in stock.” 


I think we all understand what this buyer meant, yet at the same 
time I’m afraid that there are some buyers who do take the position 
that they can’t be bothered with putting new items in their catalog. 
This is a dangerous attitude, because new products are the life blood 
of any wholesale-retail business. It seems to me that on occasion the 
hardware trade loses out on some good business, because of a reluc- 
tance to take a chance on new items. 


The handling of new items will always be a problem to the whole- 
sale buyer and to the retailer. It takes time and money to make the 
arrangements to add an item to the line. And there is never real 
assurance that this investment will pay out. 


But, one of the responsibilities of a wholesale house is to make 
available to its dealers an adequate and continuing supply of new 
items as they appear on the market. 


American consumers have a tremendous thirst for newness in the 
things they buy. Planned obsolescence seems to be an integral part 
of many consumer marketing programs. This characteristic of the 
consumer cannot be ignored in the operation of a retail store. 


[t is the wholesaler’s job to see that his dealers do get worthwhile 
new items as they appear on the market. If the hardware wholesaler 


doesn’t perform this job, other wholesalers are only too willing to 
step in. 


We know that many of the new products that manufacturers bring 
into a wholesale buyer’s office are ill-advised, poorly market-tested 
and generally stand little chance of catching on. However, this is not 
true of all new products and the task of the buyer is to spot the 
worthwhile items that will most likely catch on. 


Even though some time will be wasted in discussions of unsuitable 


items, the return from the good ones will make the overall effort 
worthwhile. 


If you look through almost any issue of HARDWARE AGE, you’ll spot 
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Editorial 


continued 


many products which today are carried by practically every store, 
but which were brand new items just a few years ago. Our memory 
takes us back to at least a dozen such items that were brought into 
our office here for suggestions as to the best way to introduce the 
product. Some of today’s very large firms started just this way, with 
a sample and an idea. 


I realize that there are some wholesalers who make a real effort 
to keep a flow of new products moving to their dealers. But at the 
same time there appears to be too many buyers who, perhaps uncon- 
sciously, discourage new products. 


It might be helpful if every wholesaler would review his approach 
to this question, because the future growth of a distributor is going 
to depend heavily on the new products coming onto the market each 
month. [f you permit others to pioneer the introduction of new items, 
they will also enjoy the benefits of better sales. 


Giving too little... 


There is another side to this new product question, a side that 
concerns the attitude of manufacturers toward new items. I have 
heard manufacturers criticising wholesalers for not rushing in to 
take on a new product. The assumption is that the product is right, 
and that the wholesaler is blind. 


But this is not always the case. There have been many products 
put on the market by manufacturers which should never have been 
born. 


Too often a sales manager gets an idea, a product is thrown to- 
gether, and then lugged out to the wholesale trade, with the expecta- 
tion that every buyer is just waiting to see it. 


Unfortunately, some of these products are designed strictly from 
the manufacturing viewpoint; consumer reaction is ignored, pack- 
aging is haphazard, and the merchandising is impractical. Then when 
a buyer turns down such a deal, he is accused of being blind. 


Our personal observation of many new products that do not find 
acceptance is that the fault often lies not with the wholesale buyer 
or the retail store owner, but rather with the manufacturer. 


If a manufacturer wants to be sure of a receptive audience at 
the wholesale level, he should be certain that he can demonstrate, and 
quickly, that the new product has been carefully researched and 
field-tested. 


The next time you, as a manufacturer, find wholesalers reluctant 
to take on your new product, it might be well to take another long 
look at the product. You may have been expecting too much, and 
giving too little. 
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It’s good to know 
you do the 
right thing 
when you 
sell 


SPOT 


Your customers get the toughest 
sash cord made. Spot is the best 
all-purpose cord, too. It builds your 


reputation and you make 40% more 





Kae SS profit. So it pays to do the right thing — 
Good Housekeeping 


NHr4s vans?’ for your customers — for yourself. 





Two guarantees ...Samson’s ...Good Housekeeping’s 


Samson Cordage Works 


Boston 10, Mass. . . . Quality Cordage since 1888 


Want more facts? Circle 104, p. 137 





A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


Anti-fair trade ruling .. . 


Another fair trade case is headed for the Supreme Court. Question 
this time involves a firm’s enforcement of fair trade price agree- 
ments in other states. The New Jersey Supreme Court ruled earlier 
this year that out-of-state firms must register to do business in the 
state in order to obtain court’s help in enforcing price agreements. 
Fair traders point out that when a firm registers in a state, it 
becomes subject to taxation by that state. If New Jersey ruling 
stands, it could deal death blow to fair trade. It will be up to 
Congress to rescue it next year. 


More tax rule complexity .. . 


Hardware men face increasingly complex tax rules as Internal 
Revenue Service continues to decide sales tax status of virtually 
each new product as it comes out. Some recent examples: electric 
can openers are exempt from manufacturer’s sales tax unless they 
are an accessory for a taxable item, such as an electric mixer; 
blended fuels for two-cycle outboard and lawn mower engines are 
taxed at the manufacturer level as gasoline rather than at retail 
level as “special fuel’; popular new cookout rotisserie cards which 
burn bottled gas must be taxed at the manufacturer level 


Freight bill a little higher .. . 


Hardware men should not be too alarmed at new rail freight rate 
ceilings approved by the Interstate Commerce Commission. Top 
rail officials say they doubt if charges will go as high as the 1.7 
percent maximums approved by ICC. They say increases will per- 
mit selective cuts to be made in order to win freight contracts 
away from other haulers. ICC okayed boosts in loading and unload- 
ing charges as well as less-than-carload shipment fees. Overall 
increases will probably average 1 percent. 


Bike import tariffs hold... 


President Eisenhower accepted tariff commission recommendations 
that import duties on foreign made bicycles should not be changed. 
This means price levels and consumer demand should hold steady 
throughout the holiday buying season. The commission’s recom- 
mendations did not include bicycles made in Czechoslovakia. A sep- 
arate investigation found that Czech bikes were being dumped, 
sold at less than fair value, on the U. S. market. A so-called dump- 
ing duty has been added to the tariff on the bikes. Move will bring 
prices more in line with competing makes. 
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$2.75 Retail 


PADLOCKS SHOWN ACTUAL SIZE 


SECRET SERVICE 
PADLOCKS 


Extra weight means extra strength. Not only are 

these Master padlocks heavier and stronger... but they 
have the additional protection of corrosion-resistant 
brass. For conditions that require brass, there’s 

none finer than Master! 


Enjoy extra business with Master brass 
padiocks. Get them from your wholesaler 
. +. use this handy order blank. 


TO: 


Name of Wholesaler 
PLEASE SEND THE FOLLOWING MASTER PADLOCKS: 


[] dor.Nos = =f | der.no.2 
[_]oor.no.4 [| dor.Nos 


Genuine BRASS | 
Cylinder : 


All 4 brass 
Secret Service 
padiocks have 
this famous 
MASTER extra- 
protection 
feature. 


STATE 


Master Jock Company. Miiwoukes 45, Wis. e Wold Largest Padlock Momufactinors 


Want more facts? Circle 105, p. 137 
HARDWARE AGE, November 3, 1960 @ 11 





HARDWARE BUSINESS 


oullook 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


Trends from the convention .. . 


Trends from the Atlantic City convention: for wholesalers, look 
for a slight upswing in sales during the first half; for dealers, 
watch the size of orders placed. A poll taken at the National 
Wholesale Hardware Assn. meeting shows a slight gain expected 
early next year. Wholesalers show a deeper interest in the associa- 
tion’s distribution cost program, are finding what it costs to handle 
a line on an order. The wholesaler’s fight against inadequate prof- 
its might lead to lopping off customers with small orders. 


More government spending .. . 


Federal spending will boost the economy next year. This is the 
view of business analysts expressed at the recent annual meeting 
of the National Assn. of Business Economists. There will be more 
federal spending, regardless of the election next week, economists 
predicted, especially after mid-year. One analyst forecast a sharp 
rise in consumer spending for new automobiles and other durable 
goods, as an added major factor in boosting the 1961 economy. 


cautious optimism . . . 


Cautious optimism is creeping into the day’s news about sales and 
profits. Third quarter reports on corporate earnings have damp- 
ened enthusiasm a bit. In some cases corporate sales have been 
good, even up over the third quarter of a year ago, but profits are 
sagging. There are still some optimistic reports. For instance, 
total retail store sales through August were about 2 percent ahead 
of the first eight months of last year. Hardware store sales (see 
p. 198) for the first eight months were up 4 percent. A basic 
barometer is freight car loadings, and loadings through mid- 
October were up .1 percent over a year ago. Hardware dealers, 
by now, have most of the year back of them time-wise, but there 
are still two good selling months ahead for dealers out to equal, 
or exceed, last year’s volume. 


A slow down on time payments .. . 


Watch for a slow down in the rate of expansion of instalment buy- 
ing next year. The prediction was made at a recent meeting of the 
Consumer Bankers Assn. The prediction was made by Louis 
Asterita of the American Bankers Assn. The increase in instalment 
debt this year will be about $4 billion Mr. Asterita predicted, and 
he foresees an expansion of instalment debt of around $3 billion 
next year. Mr. Asterita also cautioned bankers about expanding 
instalment selling into new fields, in spite of banks going into new 
fields during the past decade. 


... turn to page 198 for more news of How’s the Hardware Business. 
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CORRUGATING COM PANY 


WHEELING.W.VA.U.S 


LASTS LONGER BECAUSE IT’S 
MADE OF FAMED SOFTITE! 


Compare the galvanizing. Wheeling Red Label Galvan- 
ized Sheet Ware has a blemish-free, crack-free galvan- 
ized coating... always gives top service. You get this 
dependability because Red Label Galvanized Sheet 
Ware is made exclusively of sorTire” — long acknow- 
ledged as the best galvanized sheet available anywhere. 


More than that, Red Label Ware helps you clinch the 
sale because Wheeling’s red label has meant quality for 


WHEELING CORRUGATING COMPANY 


more than half a century. You’re sure to find Red Label 


Ware an important selling tool. So be sure you take full 
advantage of it! 


Ask your Wheeling man for your copy of our com- 
plete, new ware catalog this week. You’ll 
find it’s a mighty handy reference piece. 
Wheeling Corrugating Company, Wheeling, 
West Virginia. 


IT’S WHEELING STEEL! 


Immediate delivery on all stocked items from these warehouses: Roston, Buffalo, Chicago, Columbus, Detroit, Kansas City, 
Louisville, Minneapolis, New Orleans, New York, Philadelphic Richmond, St. Louis. Sales Offices: Atlanta, Houston. 
Want more facts? Circle 106, p. 137 
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MERCHANDISING 


newsletter 


A REPORT TO HELP YOU MAKE BETTER LONG RANC?® PLANS 


SIMPLIFIED BILLING OF AMMUNITION MAY SOON BE A REALITY. Dealers who 
have complained loud and long that ammo shouldn't be billed by the 
1000's when it is sold by the box may get relief soon. Subject 
came to an informal voice vote at NWHA meeting in Atlantic City. 
The membership voted almost to a man for invoicing by the box. 
Some manufacturers present agreed it could be done (see Convention 
Report, starting on p. 73). Wholesalers say the reason it should 
be done: Cut billing errors, simplify pricing and inventory 
counting. 


AN ANSWER TO DEFLATED TRAFFIC APPLIANCE SALES? One of the East's largest 
appliance distributors suggests a solution to the vexing triple 
headaches of (1) inventory, (2) profit, (3) display. Plan is 
Simple: Dealer buys 5x8 ft display panel holding 18 appliance 
Samples. Cost of unit is amortized through sales. Dealer sets 
own retail "bargain" prices, but carries no back stock. Purchases 
are Shipped direct to customers by distributor on special order 
form. This is done on day of receipt, via parcel post. With bar- 
gain prices, tiny investment, wide selection, dealers can duel 
with discounters at a profit. Some observers urge caution. They 


Say dealers must be wary of transferring normal inventory func- 
tions to others. 



























































BE CAREFUL: ALL-EXPENSE LUXURY TRIPS MAY HAVE STRINGS ATTACHED. Even 
those trips to faraway places that are labeled "convention" 
meetings may cost you plenty in taxes. A Texas court ruled that 
a trip to a convention at New York, won by an agent and wife 
for outstanding salesmanship, is taxable as a bonus. The court 
held that the convention was too far from home to be anything 
but a pleasure jaunt, definitely not tax free. Another state has 


ruled such trips are deductible, so there is some confusion 
apparent. 
































IF YOU'VE GOT THE DEAL, THE TRADE'S GOT THE MONEY. Promotions based on 
true value or offbeat appeal will pay off for certain in the 
seasonal buying rush. Why? The nation's mutual savings funds and 
Savings and loan associations report September savings’ gains 
ranging to 50-40 percent ahead of 1959. The September increase in 
Savings is nearly $1 billion, and brings year to date more than 
$5 billion ahead of 1959. This is spendible plus-cash in com- 
parison to last year at this time. 
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Simply Superb! Simplicity with a capital “S.”’ 
This is North Shore—setting an exciting new 


Wallace “first” that assures the loveliest lustre 
on the market. Heavyweight, graded, solid stain- 


trend in stainless style...and in your sales. Clean- less steel is crafted the Wallace way —for perfect 


lined and streamlined, North Shore is a happy balance and uniformity in every piece. All this plus 


smart-set packaging. Stock up now with this 
newest sales leader—North Shore by Wallace! 


marriage of traditional and modern... witha 





bright new touch: new Deep Glo finish, another 


24-pc. SET, service for 6 only $24.95 retail in monogram chest 


VV/ALLACE | STAINLESS 


A DIVISION OF WALLACE SILVERSMITHS AT WALLINGFORD, CONN. SINCE 1835 


Want more facts? Circle 107, p. 137 
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“EVERYTHING HINGES ON HAGER!.” 


C. Hager & Sons Hinge Mfg. Co. © St. Lovis 4, Mo. 
In Canada, Hager Hinge Canada Limited « Kitchener, Ontario 


Founded 1849 —Every Hager Hinge Swings on 100 Years of Experience 
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HERE'S ANOTHER TIME-SAVER AND 
CUSTOMER-HELPER 


FROM 
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Here's news for dealers all over the country who are using 
Southern Screw Company's Wood Screw Actual Size Chart 
to help customers select the right size and type wood screws 
without pulling stock from shelf. 

Southern's done it again! Now you can get a companion 
chart showing the actua/ sizes, head styles, materials and 
finishes of Southern’'s USA-made machine screws and tap- 


ping screws which are available in Southern Screw's hand- 
some packages. 


Wood Screws « Stove Bolts « Machine Screws & Nuts 
Want more facts? 
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Contact your Southern distributor today about this helpful, 
time-saving, selling aid.:. ACTUAL SIZE CHART for 
MACHINE SCREWS and TAPPING SCREWS (reproduced 


above half-size). Available free, only through distributors of 
Southern Screws. 


Sold Through Leading Wholesale Distributors. Ware- 
houses: New York « Chicago + Dallas « Los Angeles. 


¢ Tapping Screws « Carriage Bolts » Wood Drive Screws 
Circle 109, p. 137 
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Mr. Oswald’s Window Pains 


THEY! AM I NAH- THAT'S 8 PANE OF PENNVERNON A BUILDING SUPPLY DEALER SOLD ME SOME 
SEEING THINGS? |THE BoYS ARE TAKING TO THE TRUCK .PENNVERNON ONCE FOR MY HEN HOUSE- 
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Ip Pittsburgh Plate Glass Company 


Paints + Glass « Chemicals » Fiber Glass In Canada: Canadian Pittsburgh Industries Limited 
Want more facts? Circle 110, p. 137 
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“SATELLITE 


MODEL || 


its NEW 


STREAMLINED 
“Out of this World !” 


This BRAND NEW key duplicating machine. 
will cut cylinder and automotive keys .” 


¢ 


AUTOMATICALLY - So simple, a 


¢ 


anyone can operate it and make ra KEIL 


perfect keys Pad LOCK CO., INC. 


¢ 
a 


Compact too — uses less than af Please send complete 


¢ ‘ “an information on your NEW 
a square a oF counter space. Ps “SATELLITE” key machine 


© ~ y. 
You'll love it when you see it! -’ 
CONTACT YOUR JOBBER OR WRITE DIRECT TO US. + orks Soren 


Mail COUPON today! a_i 
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PLEASE PRINT 
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SHOW YOUR CUSTOMERS... 


Republic FE® is backed by this written, five-year performance 
warranty in jet well installations. The NSF (National Sanitation 
Foundation) Seal stamped on this pipe means that it is certified 
safe for all drinking water purposes. Y2” through 3” FE is 
available in coils (up to 400 feet); 4” and 6” diameters in 
straight lengths. Your Republic distributor also offers 2” 
through 8” SRK® Semi-Rigid Plastic Pipe. 





om) 


“MY REGULAR 
HARDWARE DISTRIBUTOR 
RECOMMENDS REPUBLIC 

PLASTIC PIPE” 


—E. J. MILLER (right), owner, Killian Hardware Store 





“I buy plastic pipe from Dale Sigafoos of Medina Wholesale,” says Ed 
Miller, Akron, Ohio. ““Maybe I could buy cheaper pipe from other sources, 
but I don’t intend to. 


“Medina Wholesale is an established outfit with a telephone number 
and warehouse stocks. They give me good products, good service, good 
prices, and good sales advice. They tell me Republic makes fine plastic 
pipe and I believe them. 


“Killian Hardware is located south of Akron. We sell plastic pipe to 
farmers and other customers for many different uses. The biggest are 
temporary and permanent watering lines and drop pipe applications. 

““My customers use the FE flexible type and also the semi-rigid SRK. 
They like this pipe because it’s easy to work with and does what it is 


supposed to do. I’m not surprised. Republic is a big company. They’ve 
been making many other kinds of pipe for a number of years.” 


WHY NOT CALL YOUR REPUBLIC DISTRIBUTOR for “good prod- 


ucts, good service, good prices, and good sales advice”? You'll welcome 
his service on... 


PLASTIC PIPE « BOLTS AND NUTS « STEEL PIPE 
ROOF DRAINAGE PRODUCTS « NAILS AND STAPLES 





R E pe U B LI * 3 T E E L REPUBLIC STEEL CORPORATION 


DEPT. HA-9691-R 


Q Lit Sup b L2, = Qu Q Lit Y Sugden 1441 REPUBLIC BUILDING + CLEVELAND 1, OHIO 
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Please send more information on the following Republic products: 
() FE and SRK Plastic Pipe 

C) Bolts and Nuts 

C) Steel Pipe 

C) Roof Drainage Products 


Name 





Company 





Address 





City 

















picture of a customer 
about to have the time of his life! 


(at his expense and your profit ) 


What is the annual replacement market for Plumbing Brass Fittings? 
8 BILLION DOLLARS! Survey after survey shows that 7 out of 10 home- 
owners need Faucets, Traps, Legs, Flexibles and similar items. 

And what’s the average 
dealer profit? A whopping 35% 


* Z) 
to 40%. Also... you find ready Sterling Fatice 


sales for related items like a 
Torches and Pipe Joint com- | MORGANTOWN - W.VA. wy 


Send for this pound. The World's Largest I ndependent Producer of 
Folder Decide to get your share! Plumbing Brass Goods 


For full details — get in touch Since 


with Sterling. N01 


Want more facts? Circle 113, p. 137 A 
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Help yourself to more sales! 


- QUALITY BUILDING PRODUCTS 
for weather-snug homes 














Economical packaged set for standard 
doors. Automatically spaces itself 


In stainless steel or bronze. Packaged 
sets, each complete for one door, mean 
easier handling for you... easier 
installation by your customer 


(md), FOLD-BACK 


when properly placed against door 
stop. In aluminum or bronze... with 
any M-D door bottom or threshold 
desired. 


DOOR WEATHER STRIP 


Combination 


DRIP CAP AND 
DOOR BOTTOM 


In one unit. Style DCV, for all exterior 
swinging doors, combines extruded 
aluminum drip cap that sheds water 
with vinyl air-baffles that stop drafts, 
dust, etc. Also excellent as garage 
door bottom. 


{md GARAGE DOOR 


WEATHER STRIP 


Sturdy, extruded aluminum with durable 
vinyl strip of exclusive design. Seals 
out rain, dust, etc. For overhead doors, 
but may be used on almost every type 
garage door. Packaged sets in poly 








Bit 
Fs a 
MA} extRuven THRESHOLDS 


in Alacrome or Anodized Albras—with replaceable vinyl insert. Calking 
strips under each leg may be removed if Nu-Calk Calking Compound is 
preferred 














(md) Jamb-Up 
| DOOR WEATHER STRIP 


Extruded aluminum and durable vinyl. 
For wood or metal doors. Packaged 
with necessary strip, nails, screws and 
instructions. Available with or without 





SEALS ALL 


DV-1 Door Bottom. 


tubing. 





jmd} CASEMENT 
WINDOW WEATHER STRIP 


Easy to install on steel or aluminum 
casements. Slips over window flange 
Style No. 1] is used on head and lock 
side or swinging edge of window. 
Style No. 2 is used on hinge side and 
the sill, 























(md poor 


BOTTOMS 


M-D Numetal door 
bottom. Wool felt and 
heavy gauge steel, 
brass or aluminum. In 
standard lengths. 


felt door 


Extruded aluminum and 


Alacrome or 3 Ano- 
dized finishes. In stand- 
ard lengths. 


4 SIDES! 








M-D extruded alumi- 
num and vinyl door 
bottom in Alacrome or 
Anodized Albras, in 
standard lengths. 


bottom in 





ee Automatic 


DOOR BOTTOM 


ie Made especially for doors where bot- 

r } tom must clear carpet or rug. For all 

B doors. Available with silvery-satin or 

“ame Albras finish won t rust or tarnish 

Stardard lengths, 28, 32, 36, 42 & 
48 1 


RAISES—when door 
LOWERS —when aoor 


opens! 


closes! 





® On-GARD coll 
wm WEATHER STRIP 


All-metal strip in handy rolls. 8 
widths in stainless steel or bronze. 
Has built-in tension, embossed na! 
zone and hum-proof edge. 


find)... 


WEATHER STRIP 


The “original” 

coil metal and wg 

wool felt 

weather strip. Available in 17-ft. roll 
packaged with nails, and instructions. 








Md |wu-Koil 


WEATHER STRIP 


Features 


o# 
wINOOw 











tough, durable vinyl bulb combined 
with flexible, lifetime aluminum. Won't rust or 
corrode. Lasts indefinitely in any climate. Viny! 
»ulb makes airtight seal. Easy to install. Pack- 
aged in 17-ft. rolls 


1 AN (ALK 
ima), LOAD 
CALKING COMPOUND 


Now in loads with or with- 
out new plastic nozzle that 
can be clipped to 4 differ- 
ent size openings. Also in 


MACKLANBURG-DUNCAN CO. 


WNWu-Glaze 
GLAZING COMPOUND 


Sets to rubber-like con- 
sistency. Clean, easy 
to handle. Use and 
recommend with com- 
plete confidence that 
it “stays put.” 


GLAZING 


Compound 
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OF TVS MOST 
ACTION-PACKED 


bring more customers—more 
Sales—into Pittsburgh 
Paint dealers’ stores x « x 


e@ Right in your neighborhood hundreds and hun- 
dreds of prospective paint buyers see, hear, and are 
pre-sold by Pittsburgh’s convincing proof-of-quality 
commercials on these two great TV shows. 


*k * e LARAMIE and MICHAEL SHAYNE draw a tremen- 
dous number of extra customers into Pittsburgh 


Py h h . | Paint dealers’ stores every week . . . increasing sales 
| tts UJ rg Pa | nts of other items as well as Pittsburgh WALLHIDE wall 
| paint and SUN-PrRoorF, America’s finest house paint. 


PITTSBURGH PAINTS 


AINTS @® GLASS © CHEMICALS © BRUSHES © PLAST e 
<a the P Cc BRUSHES PLASTICS FIBER GLASS 


PET? S BY RH FPL ALTE UU [GLAS S C\O0 MP AR Y 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
Want more facts? Circle 115, p. 137 
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LARAMIE 


TUESDAY 


Robert Fuller as Jess Harper and John Smith as Slim Sherman 


© A proved hit with a huge following! A Tuesday night favorite 
with nearly 25 million viewers—probably you among ’em! 
LARAMIE is an all-family show that really sells paint. 


MIGHAKL 
SHAYNE: 


*« 


4 


Richard Denning, as Michael Shayne, and Patricia Donahue as his secretary-girl friend ) 
e A great new full-hour show of suspense and mystery—based on 


the feats of one of America’s top book-and-movie detective heroes. 
Reaches millions of additional prospective paint buyers weekly. 


pn ee ee ee ee ee a ee a ee ee ee ee oe 
R) 


j Pittsburgh Plate Glass Company 


if you want fo put Paint Division, Dept. HA-110, Pittsburgh 22, Pa. 
these ? Hit Shows I am interested in having Pittsburgh’s comprehensive 


advertising and promotion program help increase paint 


to work for You... salen in ey chee 
SEND THIS COUPON TODAY! ae 


S ADDRESS 
‘ CITY COUNTY STATE 
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Self-service Sales 
>a eo 


SAF 


Stop! Look! and Buy! 


That’s the open invitation 
of the SAFE “Bulk Pack’”’ 
—all best sellers! 


Here you have a line of 
fast-moving SAFE hard- 
ware, individually packaged 
with screws in transparent 
“‘poly”’ bags 

...and delivered in the 
highly merchandisable cor- 
rugated ‘“‘Bulk Pack’’... 
self-stacking, self-displaying, 
inviting heavy traffic in 
profitable self-service sales. 


.-. you can count 


on SAFE for 


Flawless 


FINISH 
¢——~ Oysters: 
*| : 7 


Prompt 
DELIVERY 


and 
Competitive 


PRICE 


¢-——-- a eaaeeae: 
ban - * - 


2. "77 


ARBRE 


SAFE PADLOCK and HARDWARE CO. 


Subsidiary of THE AMERICAN HARDWARE CORPORATION 
LANCASTER, PENNSYLVANIA 


Want more facts? Circle 116, p. 137 
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VERY PROFITABLY YOURS FOR 1961 


The balanced, simplified line that satisfies every 
customer need with smaller, simplified inventories! 
Backed by more BFG national advertising than ever before! 


NEW packaging 
NEW sizes & lengths 
NEW color 

NEW displays 


NEW local advertising 
materials 


NEW EVERYTHING 
TO HELP YOU SELL! 


New 1961 catalogue, yours FREE! 








B.EGoodrich 


a5 > ¢i- 
29 -IGHTWEIGHT 


GARDEN HOS 


odrich jj 


This awning stripe display 
carton FREE with all BFG 
Koroseal and “Garden Club” 
hose shipments. 


For full details about garden hose for A good name to grow with Wiakeinrniieca 


1961, contact your distributor, or 
write: B.FGoodrich Industrial Prod- 
ucts Company, Akron 18, Ohio. 


Want more facts? Circle 117, p. 137 
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Are you the 


| 1 dealer out of 5— 


who consistently makes 





full profit|on power mowers? 





You know that in any product line 
you handle it is not the volume alone 
that is important, but the profit dol- 
lars you make on that volume. 


Narrow margin merchandise, ficti- 
tious list prices, and the cut rate 
merchandising methods spawned 
when hundreds of would be manu- 
facturers climbed on the bandwagon 
of the mushrooming mower market, 
have made profit making a fine art. 


Moto-Mower recognizes that to stay 
in the mower business you as well as 
the manufacturer needs a Full Profit 
Margin. 


THEREFORE, MOTO-MOWER OFFERS 
YOU A TOTAL MARKETING PLAN. 


TO GIVE DEALERS YEAR IN YEAR OUT 
POWER MOWER VOLUME AND PROFIT. 


Backed by over 40 years of experi- 
ence in the manufacturing and sell- 
ing of power mowers . . . supported 
by the largest and most modern pro- 
ductive facilities of any power mower 
manufacturer . . . Moto-Mower now 
offers Moto-Mower Preferred Dealers: 


® Leadership in Product Design and 
Development 


@ Quality Controlled Efficient Volume 
Production 


A Complete Line of Fast Turnover 
Models 


Consumer Appeal Features 
Planned Purchasing Profit Bonuses 
Seasonal Products 

Multi-Level Merchandising 


The Only Manufacturer Administered 
Dealer and Consumer Credit Program 


28 e HARDWARE AGE, November 3, 1960 


HERE’S HOW THIS TOTAL MARKETING 
PLAN CONSISTENTLY MAKES MORE 
MONEY FOR MOTO-MOWER PREFERRED 
DEALERS — 


® Design Leadership — for better com- 
petitive selling — reduced obsolescence 


This is one of the extras that is stand- 
ard with Moto-Mower. The out- 
standing research and development 
facilities in the industry are your 
guarantee of new design and “sell” 
features on every mode! ...no follow- 
the-leader merchandise. This leader- 
ship keeps Moto-Mower Preferred 
Dealers in a top competitive position 
every year... never caught with “new 
year” models that are obsolete before 
they hit the floor. 


® Quality Controlled, Mass Production 
assures you of the lowest cost consistent 
with quality. 


Two large modern plants equipped 
with the latest automotive type as- 
sembly lines and complete machining 
and fabricating facilities enable Moto- 
Mower to rigidly control cost, pro- 
duction and quality every step of the 
way. 


e Balanced Inventory for Fast Turnover 
— increases your profits on every dollar 
invested in inventory 


The 1961 Moto-Mower line is de- 
signed in models and prices to be a 
fast turnover line. Moto-Mower’s 
marketing department has available 
recommended inventory charts to 
guide Moto-Mower dealers in selec- 
tion of the best inventory for fast 
turnover. 


@ “Sell up’”’ features for “‘Stepped up”’ 
profits 


The 1961 Moto-Mower line has “step 
up” models in each product category. 
Not just a price range in mower mod- 
els—this “step up” line has been care- 
fully planned by the Moto-Mower 
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marketing division so that each model 
has “step up” features that make 
“selling up’’ logical. In addition, 
Moto-Mower’s dealer long margin 
discounts create extra profits for the 
dealer who “sells up.” 


@ Extra Profit From Planned Purchases 


Moto-Mower’s early buy discounts, 
quantity price brackets and special 
demonstration discounts create the 
opportunity for extra profits on every 
unit you sell all season long. Ask 
your distributor to show you how you 
can increase your profit on Moto- 
Mower as much as 55% through 
planned purchasing. 


® Around the Calendar Selling — for year 
round profits 


Moto-Mower Preferred Dealers have 
a single source of supply not only for 
mowers but all lawn and garden pow- 
er equipment. Such seasonal items 
as Tillers and Snow Throwers add to 
this total program and create extra 
profit opportunities by qualifying for 
extra discounts when bought under 
Moto-Mower Planned Purchases 
Program. 


e 5-level Merchandising Plan Moves 
Merchandise 


Moto-Mower’s “Impact” Promotion 
and Merchandising Plan for 1961 is 
designed to move prospects in and 
merchandise out for Moto-Mower 
Preferred Dealers. 


Ask your distributor for full details 
on Moto-Mower’s dramatic 1961 “Im- 
pact” promotion program. 


® Moto-Mower’s Credit Program — in- 
creases your sales, relieves you of invest- 
ment in inventory 


Now Moto-Mower offers the first 
dealer and consumer credit program 
sponsored and administered by a 
mower company. 











r 


fy 
LUTTVOLTT abt eee yi 


=. 


oN 


' 
? 
; 
; 





Deluxe Transmission Propelled Rotary. With Moto-Mower. 
customer can buy this unit for as little as $5.00 down. 


jit Plan, your 


Instrument Panel Controls 
Engine and transmission con- 
trols are in easy reach. Both 
are located on the guide bar to 
eliminate bending or stooping. 


Enclosed Transmission 
Shifts to forward, neutral and 
reverse. Not an old-fashioned 
twist of the release turns en- chain or belt drive, but an 
gine over instantly. automotive-type transmission. 


MOTC -MOWER., Inc. RICHMOND, IND. A Subsidiary of the BG Dare Corporation 
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New Impulse Starter 
A few turns of the handle sets 
the mower engine to start. A 
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foot 
the bill... 


happily 


i al 
myn ent 





If you're going to have an unconditional guarantee .. . have one 
with teeth in it. 


Of course, at COLORITE our returns are the lowest in the business. 
This is important to anyone who sells Colorite hose. You know 
when Colorite goes out, it isn’t coming back. 


COLORITE’S exemplary behavior isn’t just luck. We make our hose 
more carefully than anyone else. We’re downright generous with 
the poundage of vinyl that goes into the product. You won't find 
comparable quality and sturdiness in any other hose. 

it all adds up to one thing: We produce a quality hose with a 
record for pleasing your customers. This means we can give a 
big unconditional guarantee. 


CO tL i De 


PLASTICS OF NEW JERSEY, INC. 
America’s Most Complete Line of Garden Hose 
50 CALIFORNIA AVENUE @ PATERSON 3, N. J. 
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When ordering coated work gloves... 


STOCK THESE 4, AND 
YOU NEED NO MORE! 


You can satisfy 100% of your coated work glove They’ve been advertised for years in The Saturday 
customers with a basic stock of four glove styles. In Evening Post. Your customers know them, buy them, 
each basic style, Edmont offers you a proven seller. at good profit to you. 


és = VINYL-COATED KNITWRIST: 


= NEOPRENE-COATED KNITWRIST: 98c — $1.19 range 


$1.29 — $1.39 range For this category, Edmont offers a choice: No. 707 
NO. 908 THUMBS UP fits this category exactly, can TURTLE (illustrated), which can retail at 98c, or 
retail for $1.29. It is fastest-selling liquidproof glove NO. 303 MONKEY GRIP, which returns full-profit at 
because its reinforced neoprene coating gives best $1.19. Turtle is super-flexible, jersey-lined. Monkey 
all-around protection against cutting, abrasion, oils, Grip has tougher coating for longer wear. Edmont 
solvents, acids, caustics, and heat. Vinyl will not chip, crack or peel. 








WERX 
canvas Stol i 


canvas 


- rage 5 peste SLIP-ON: = FULLY-COATED 12” GAUNTLET: 


$1.59 — $1.89 range 
No. 120 weRXx, retailing at 98c, returns full profit : 
of $3.92 per dozen. Made of a miracle fabric that out- Here Edmont offers a choice of three: No. 712 
wears 8 oz. cotton 5 to 1. Has positive non-slip grip; TURTLE (illustrated), full profit at $1.59; No. 312 
is 100% machine washable. MONKEY GRIP, full profit at $1.79; or No. 912 
THUMBS UP, full profit at $1.89. All are job-fitted 
Order your basic stock from your wholesaler now for handling in oil, chemicals and solvents. 


€d Mont sos-ritrep WORK GLOVES 


Edmont Inc. © 1214 Walnut Street, Coshocton, Ohio 
Want more facts? Circle 120, p. 137 





HARDWARE AGE, November 3, 1960 « 31 











ROYAL “POWR-KORD” 


Heavy Duty Extensions are a cinch to sell. They’re available in one 
quality (the very best) . . . two types (rubber and vinyl) . . . three vey 
colors (black, red, yellow) .. . four wire sizes (12, 14, 16,18)... and Jervectric/ ¢ ie 


AG 44: i’ 


over five handy cord lengths (10 to 100 ft.). Satisfy every customer woo OR Ossociote of . =i" 


with the complete line of Royal “POWR-KORDS.” ROYAL ELECTRIC CORPORATION 


Order from your wholesaler, or write for new PAWTUCKET, RHODE ISLAND 
| 
Catalog No. 3-59, giving wholesaler’s name. In Canada: 


Royal Electric Company (Quebec) Ltd., Pointe Claire, Quebec 


Want more facts? Circle 121, p. 137 Want facts? Circle 122, p. 
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STA NJ DA Fe > | y A oa 7 There is a Grabler Square “Gee”’ Pipe Fitting for practically 


every known plumbing or heating job requirement. From 


solder-joint fittings to malleable, cast iron, drainage, nipples, 
ith [= HA r3 | - 2 : and hangers, you will find what you need from Grabler’s 
wi ; complete line of pipe fittings. 


FITTINGS : Important to you is the fact that Grabler fittings come to 


you package-protected — makes them easy to handle and 
identify. Dependable distribution means your wholesaler can 


, fill your order fast and complete. Standardize your next pipe 
..11F PAYS! | 


fitting order — make them Grabler Square “‘Gee”’ Fittings. 


Boston © Atlanta © Pittsburgh © Cincinnati 
Dallas © Chicago ® St. Lovis © Detroit ¢ Denver 


Minneapolis ©® San Francisco *® Los Angeles r é rP a F i TT : Ni G *S 


pes, ORDER A SUPPLY FROM YOUR WHOLESALER TODAY 
The GRABLER [= Manufacturing Co. © 6565 Broadway « Cleveland 5, Ohio 


pce carypmche regia GRABLER SOUARE “GEE” 








DOOR BOTTOM 
STRIP (spB-3) 


The best door bottom strip you can 


Revolutionary new 
low price weather 
stripping for win- 
dows. Good look- 
ing extruded plastic 

. just Wedge-lt 
into cracks. The 


m, fastest, neatest, 
cleanest of the 


‘economy’ weath- 
erstrips! in self- 
selling 18 ft. Pack- 
age — 


79: PKG. 
RETAIL 


| 


ANGLE-SEAL 
(AS-7 & AS-3) 


The new weatherstripping that's 
got everything! Long wearing, flex- 
ible reinforced rubber in attractive, 
durable, aluminum moulding. In- 
stalls easy. Special angle design 
seals extra tight even on warped 
surfaces. In 7 ft. & 3 ft. lengths 
for sides, top, and bottom of doors. 


NEW! 





sell. Deluxe silver anodized alum- 
inum — rust proof and beautiful 
— with draft stopping thick wool 
pile insert — a real top quality 


product! 
] bY/smr 
RETAIL 


10 - 3 ft. 


Also good on windows. 


A-7 — Twenty 
7’ strips/box 
AS-3 — Twenty 
3’ strips/box 


2chear 


} ANGLE-SEAL NAILS — 15c 
| zinc plated, rust resistant-—120/bag 


WEDGE IT 
IN WITH 
YOUR FINGERS! 








strips/ box 











.¥ 
! 
f 
! 
i 
i 
l 
i 
i 
! 
! 
i 
i 
i 
i 
f 
i 
t 
i 
i 
i 
i 
! 
I 
! 
i 
I 
i 
i 
i 
i 
f 
i 
I 
1 
l 
I 
l 


Here are thrée brand new special purpose weather- 
strips! Like famous Inner-Seal, they’re all top quality 
products designed and priced to give you a full range 
of money makers to suit every customers’ needs and 


pocketbook. 


...and still the best 
all-purpose weatherstrip ... 


WW, *"WWER-SEAL 


1S-500 


A time-proven favorite everywhere? Tight sealing spange rubber 
reinforced with spring wite for extra strength and coated with 
tough neoprene for long meor. In 500 ft. reels, 100 ft. reels, self 
service packages of 17 ft. @nd 10 ft. 

Beige — 10c/ft. — Deluxe White —- 12c/ft. 


Dealer Profit on Innes-Seal and the 3 new products — 
40%! Order from your wholesaler now. 


- 


BRIDGEPORT FABRICS, INC. BRIDGEPORT 9, CONN. 
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FROM HEAD TO TOE-MELN 


We don’t blame you for being surprised. You sold more Melnor 


sprinklers last year than ever before. (How could you miss, with net- 
work TV and national advertising?) And yet, Melnor makes sweeping 


THE HANDSOMEST SWINGIN’ SPRAYS EVER! See the sculptured lines and gleaming colors of 
Melnor’s completely re-designed wave sprinklers—the big 880 at the top, plus the new 720 
and 610 heading the Melnor line-up. And by popular demand, the top-selling 525 makes a 
return engagement. Next is MELNOR’S NEW TURRET, the most versatile sprinkler ever made! 
lt waters wide and narrow strips, rectangles, and squares—with just a twist of its four-position 
turret! Then comes MELNOR’S SENSATIONAL PULSATOR, the sprinkler that spurts long drinks 





See hack of fold-out for famous “Early Bird” Specials—with more Free bon 





NOR'S GARDEN LINE FOR I96I! 


changes right down the line for 1961. With big improvements in almost 


every model, and another spectacular ‘TV schedule coming up, is it 
any wonder Melnor is the No. 1 sprinkler on America’s lawns today? 


— 
MELSOR — 
CARDEN LIDS 


. 
: = 


of water to any shaped garden area from a narrow wedge to a full 90 foot circle. For ss? 
small, square-shaped lawns, MELNOR’S SQUARE gives ideal watering at a budget price. 

And rounding out Melnor’s line are the big-demand REVOLVING SPRINKLERS, designed to give 
your customers efficient watering at lowest possible cost. Melnor even gives hose accessories 
a new look—with BRIGHT NEW FULL-COLOR SKIN PACK CARDS and a NEW 3-SIDED DISPLAY 
RACK. You get more and faster impulse sales in the same compact counter space. 





yonus sprinklers than ever. See your Melnor rep for record profits in’6I! 











_ “After the 
MB MSIITSVILECOL IES 
} year 

aj) they had, 
6’ Melnor 
wouldn't dare 
change 
their line 





MELNOR GIVES YOU FREE SPRINKLERS IN 





TWO “EARLY BIRD” SPECIALS 


Buy an assortment of these... 


No. 78 Assortment of Wave Sprinklers with 
a Free Bonus of Three Great Sprinklers! 


(3) No. 525 Swingin’ Sprays @ 5.95 each... 17.85 
(3) No. 610 Swingin’ Sprays @ 7.95 each.... 23.85 
(3) No. 720 Swingin’ Sprays @ 9.95 each.... 29.85 
(2) No. 880 Swingin’ Sprays @ 12.95 each.. 25.90 


FREE BONUS 


(1) No. 650 Square Sprinkler @ 2.49 each.. 2.49 
(1) No. 675 Turret Sprinkler @ 3.95 each.. 3.95 
(1) No. 950 Pulsator Sprinkler @ 7.95 each 7.95 


TOTAL RETAIL VALUE: 111.84 
DEALER COST: 58.47 
DEALER PROFIT: 53.37 


48% DEALER PROFIT! 


No. 89 Assortment of Specialty and Revolving 
Sprinklers with Free Bonus of Two 3-arm 
Revolving Sprinklers! 

(2) No. 650 Square Sprinklers @ 2.49 ea 

(2) No. 675 Turret Sprinklers @ 3.95 ea..... 

(2) No. 860 Revolving Sprinklers @ 3.49 ea. 6.98 
(1) No. 910 Revolving Sprinkler @ 5.95 ea... 5.95 
FREE BONUS 
(2) No. 810 Revolving Sprinklers @ 1.95 ea. 3.90 
TOTAL RETAIL VALUE: 29.71 

DEALER COST: 15.48 
DEALER PROFIT: 14.23 


48% DEALER eS eaete a. 





NEW BONUS ASSORTMENT OF 








SEE ’N SELL ACCESSORIES! 





Melnor’s See ‘n Sell Accessory line now 
in fast-moving, self-selling full color skin- 
pack cards. This new assortment comes 
with a FREE 3-sided revolving wire rack. 
No. 160S— 82 individual pieces including 18 

different items, with FREE three-sided 

counter display rack. 
TOTAL RETAIL VALUE: $65.18 
DEALER COST: 41.28 
DEALER PROFIT: 23.90 
Retail value of wire rack: $4.00 

ORDER NOW FROM YOUR MELNOR DISTRIBUTOR! 


Pp MW El TW © ES INDUSTRIES, INC. 
MOONACHIE, NEW JERSEY 





























Melnor’s 
amazing new — 
Turret Sprinkler 
> waters all 
these 


t 


Here’s the sprinkler that every homeowner has been strips up to 5’ x 50’ and up to 10’ x 50’, rectangular 
waiting for. The Melnor Turret is ideal for watering areas up to 20’ x 40’, and square areas up to 30’ x 
long, narrow borders of grass along driveways, 30’. It gives even penetration from end to end, 
walks, or flower beds. it covers four different 

lawn areas, making it the most versatile 4 4 . : 

sprinkler on the market. The four posi- mel E \P corroding aluminum, zinc,and chrome 
tion turret spray selector quickly swiv- foe Xx g a) on brass. The Turret Sprinkler is uncon- 
els into place for these spray patterns: ss / . a Men & g ditionally guaranteed for one full year. 


‘ 
SELF-SELLING CARTON | 
Flip the lid of Metnor’s Turret - 


Sprinkler and it becomes a Tyme 
counter display piece. Your —s 
customers can see at a 
glance how this unique 


four-in-one sprinkler 
operates. 


IM ES TE. NI © E® INDUSTRIES, INC. 
MOONACHIE, NEW JERSEY Copyright by Meinor Industries, Inc., 1960 
Want more facts? Circle 124, p. 137 
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We stamp a catalog number on every 
major Warren-Teed tool. (We 

think we’re the only company that 
does this.) After bulk is broken, 

this number is the only sure way to 
identify the tool’s weight and type. 


We stamp this number on 
Warren-Teed tools — not because tool 
buyers or users demand it, but 
because we know it should be there. 
We know it can make your inventory 
easier. Buyers will always get the 
right tool, not something that happens 
to look like what they ordered. 

Even inexperienced warehousemen 
can fill orders without guesswork. 

We doubt this number would be 
greatly missed if we were to eliminate 


it. It would make our job easier — 
but yours tougher. 


That’s why it will stay there. 





WARREN-TEED TOOLS 


WARREN TOOL CORPORATION, WARREN, OHIO 
Want more facts? Circle 125, p. 137 





NOW...BUY A COMPLETE LINE FROM A SINGLE SOURCE 


ROTARIES REELS —-sFRRIDER 


Se eeepenetienieaenetiadtiaiedioal = ee are 


Bigger reason than ever to 
bank on the proven profit makers 


tiabjuue | POWER 


OWERS 
for 196] 


10 models for your customers to choose from 


(Plus 2 Rotary Power Tillers and Gasoline Lawn Edger/Trimmer) 


FULL MARGINS pre-sold for you through 
COMPETITIVE PRICES National Advertising in 


Sold through wholesalers Life 

on a selective basis. Saturday Evening Post 
Better Homes & Gardens 
Flower Grower 

Sports Illustrated 


ATLAS TOOL & MANUFACTURING CO. 


FOUNDED IN 1926 
5147 NATURAL BRIDGE BLVD. e ST. LOUIS 15, MISSOURI 6029 
Want more facts? Circle 126, p. 137 


ATLAS-AIRE MOWERS ARE RUGGED...YET PRICED RIGHT! Their 
quality, styling and deluxe features assure you of the fast turnover you want. 
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The sleeves make the display—the display makes sales for you! 
Yes, Wiss now offers everything. You can’t miss with Wiss! J. Wiss & Sons Company, Nev rark 7, N. J. 
World’s Largest Manufacturer of Shears, Scissors, Pinking Shears, Skalloping Shears, Metal Cutting 
Snips and Garden Shears. 


Want more facts? Circle 127, p. 137 
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NIPS 


(eount!/ 


Now, Wiss A and V line Solid Steel Snips are priced at a big 40% discount 


to retailers! 


Now, Wiss A and V line snips are individually boxed and each in a sale- 


making sleeve, too! 


Now, Wiss A and V line snips offer low. low net prices — little more than 
many low priced, inferior snips—yet with traditionally unmatched Wiss per- 


formance and quality! 


The new Wiss displays follow in specific assortment 
the N.R.H.A. recommendations for hardware selling. 
Here in these compact units you have everything you 
need to increase your snips sales. 


And Wiss’ award winning package and sleeve is a 


display in itself... gives full sales information that is 
easy to read... quick to catch the eye. Wiss snips are 
the highest quality available. They re competitively 
priced. Start selling more snips now. Specify Wiss 


snips when you order. 


Here are 8 reasons why WISS 
is the best-known name, the best selling line! 


The most complete line — sizes and types to meet 
every cutting need for home and industry. 


Unmatched quality —more quality features — finest 
steel, hot-drop forging, keener edges, easier cutting. 


Result getting advertising that presells for you. 


New products and ideas that add interest and vari- 
ety—promotions that help you sell. 


Outstanding displays — tailored to retailer needs, 
made to create business. 


Value established and maintained—no distress sales 
or markdowns with Wiss. 


E ye-catching, award-winning packages that help 
to make your sales job easier. 


Reputation—more people know Wiss, and want Wiss 
than any other brand. 


name in the business! 


Sold only through the best wholesalers in the business 


} 


Want more facts? Circle 127, p. 137 


HARDWARE AGE, November 3, 1960 © 43 





The HOUSE to CALL 


or Quality Power Lawn Mowers! 


b Hunt 
ovtnarer: “Mr. Bruce Burnham ..* oe er al oe eee 
of NewYork? Yes, you want : A 

another freight car of , : . mr.wuunT: “We're soldout! 

impulse rotary mowers y a ~ p atonce 2 trucks... 

at once!“ | Peel .. better make that 

ma.Buannam: “Sale is yg 2 : 4 trucks of im — se 

running great and Z 4 rotary mowers! This is 

what eoeaty!" —the 44 y ; the hottest mower we 

Price is right !? “Ts Gooe ‘ : have ever Sold, plus its 

“ee 9 4 ( : “ 
OPERATOR : “Thank you | ‘ | sel i ean 
Mr. Bur nham, we will 4 = operator:” Thank you Mr. Hunt; 
| 1 es we will ship at once.” 


same for You. 
Phone today! 


hook aie 10 


Lober-Davis inne Features 


Sales are good on power mowers now and will be THEY MAKE SATISFIED CUSTOMERS! 


better in the months of October and November 
for this is the time for mulching leaves. Only 
quality mowers sell at this time of the year. 


’ . i . 
N EV/ FEATU fe | Lifetime Guaranteed uP rune Oetuxe nace! Stee! ne. rew | Easily adjustable cutting mee.. Taee 
unbreakable stress engyneered | name! Fin 0 ners At eaty te heights tatng nore 
1 


e i ee! deck ' he fines o we) «reel-tihe cut 
Automatic Soepioecctee C. | | 
Switch Starter 














Snes Fe 





BRIGGS & STRATTON ) | 
OR CLINTON 


WITH DELUKE 
WAPULSE STARTER 





| 
| & 
| Sé 
| 
| 


6. 





Firestone Tires on all four 8 New sriegs & Stretton or Che: | | Aero vy namic suction.| blade 
bal! bearing whee!s Stee! com ton powerful premmum engines. | ~ 

pression spring on each axle 
provides ease of operation and | @ 


asy ‘ae cu siting come eects 
stems. 
sure traction 





wh 





MODEL DFP— MODEL R-60— 
Gorgeous George Mr. Aristocrat 
Super ee Ree! 
22 inch, 2'/ j 18 inch, 2 HP 
ei25 inch, 3 sian 22 inch’ 3 HP 





NEW! | 3 ~ ug 
Super De Luxe a OR DER 


Power Mower % 
* Big 25-inch “ , NOW 
(Swath Cut) ail - Start Making Big 
3 HP ; J Money Right Away! Remember, 
* Big 22-inch , Only Lober Gives You Guaranteed Sales 
(Swath Cut) ond Guaranteed Customer Satisfaction! Ne 
3 HP Other Manufacturer Can Make This Statement! 


=m = Mail Coupon NOW oe oe ce oe oe oe oe ce es oe 
M. LOBER & ASSOCIATES 


' 
iM. 
s 7 Central Park West, Dept. H-11-3, N. Y. C. 23 : 
; Gentlemen: Please rush me full information, immediately. . 
, Name jae a ete eee edd choncbbboedéaue 
i : 
ee AND ASSOCIATES 


— : neh cin : The World's Largest Producers of Power Mowers Shipping Point: Richmond, 


-+ § roe Agen ape a 
. 5 7 CENTRAL PARK WEST, N.Y.C. 23, N.Y. JUdson 6-2117 of receipt ef yeur order. 
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CLOTHES ART. 556 


ART. 836-6 


BRAIDED COTTON 


CLOTHES LINE 


“oO. 7 


ART. 556-8 


SUPERIOR QUALITY 


Our yoy ine includes WE "ele? 3 4 7 og 5 LIGHT BRAIDED 

twisted or braided, cotton oe “<7 van 1 27 

or nylon and plastic clothes ee rer sf CLOTHES 
lines and kitchen lines in a li a | 


all sizes with tested breaks 
from 85 to 575 Ibs. ART. 551 





ART. 556* Solid Braided Clothes 
Line No. 6 50 ft. hanks Pkd. 12 
ART. 556-B* No. 7 Clothes Line 50 
FE 17.:\ ts or 100 ft. hanks Pkd. 12 
POLISHED =—s ) j431Tt STIR ART. 551 Braided Clothes Line 50 
CLOTHES AFIS ITI IAT hw ft. hanks Pkd. 12 
LINE af J. LF oe em tT ART. 551-B Polished Braided Clothes 
Ald La thine —_—~— —— — Line 50 ft. hanks Pkd. 12 


ART. 551-B 





*Individually wrapped in pliofilm sleeves 


Viny! Weather Stripping MopHeads 

Wood Giue rap] 

Braided Nyion Line 

Seine Twines 

Seine Cords 

Trot Lines | < tet 

Staging ’ ne ey Orders of $75.00 or more, freight 

perma Blind Cord prepaid. Orders of less than $30.00 

> nae oll . ‘: f. o. b. Mill, Lawndale, N. C., Van Nuys, 

Stamm fannie Manila R sty” : Calif., Marietta, Minnesota, Dallas, Texas, 

Fishing Lines Masking "ate rate hee or Waynetown, Ind. Orders of $30.00 to 

Starter Rope Freezer Tape BG tts e $50.00, freight allowed to $1.00 per cwt. 

Jump Rope Polyethylene Ropes Freight prepaid does not include extra 
charges incurred outside carrier’s 
regular zone of delivery. 


csrasusneo ers UleVeland Mills Company LAWNDALE, N. ©. 


14346 Bessemer St.. Van Nuys. Ca Marietta, Minn. ° 2644 Freewood Dr., Dalles 20. Texas 
Want more facts? Circle 129, p. 137 


e Waynetown. Ind. 


HARDWARE AGE, November 3, 1960 © 45 























AILS NEWiLAN, 


GREEN SPOT T'S 


mY OT 1© SENN 2 































































































a aaa eS oe nei rch by GS engineers has produced the finest lin 
sumer package nai eae 


HERE’S WHAT BERNZ HAS DONE: 


DEVELOPED THE BIGGEST CONSUMER SALES EFFORT IN THE 


A\Nt SUPERBLY >) NEWLY 
DESIGNED \) DESIGNED 
OSCILLATING SPRINKLERS REVOLVING SPRINKLERS 


FROM ohe 109] 08 FROM) 78T0SQse 


A NEWLY CREATED DYNAMIC SALES PROMOTION AND 
ADVERTISING PROGRAM TO HELP YOU SELL GREEN SPOT 


DEVELOPED DRAMATIC STORE-TESTED DEALER DISPLAYS 


FE aes sit seer TERR 
i eet et 
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Merchandising ideas...on salt 


; : te “aPw 
7 . eo RB 


TO GET THE TOP f 
DOLLAR FROM WATER 
SOFTENING—SELL SALT! 


Selling and installing home water softeners is a 
profitable business! Yet many dealers don’t take full 
advantage of this growing market, because they don't 
sell salt. Fact is, every new softener owner is a new 
customer for the salt needed in softener regeneration. 
This customer, furthermore, buys salt regularly 
throughout the year. 

Make a steady profit from the salt customers you 
have created! Stock and sell the popular Sterling 
Water-Softener Salt products and speed turnover 
with colorful, compelling salt displays. The three 
ideas below will boost your profits by bringing more 
traffic into your store for salt, as well as for other 
Sales and services. 


1. Large front-of-store display. In stores where 

space is available, it’s most effective to set up a color- 

ful front-of-store or window display with a softener 

or two and several bags of Sterling Water-Softener 1 

Salt. This is a good eye stopper that lets people know you job of regenerating any particular softener in your area. He 
are “headquarters” for water-softener- salt. can supply you with the product you need—from the full 
line of quality Sterling Water-Softener Salt products. 

At the same time, your Sterling representative can 
furnish you with free tags, an “Authorized Dealer” sign, 
mailing pieces, ad mats, in-store posters and other colorful 
material to help you sell more Sterling Water-Softener 
Salt. Just clip the coupon for further information. 


2. Compact announcement display. Stores which have 
no spare room for a large salt display can put out a couple 
of bags of Sterling Water-Softener Salt and a store poster 
(available from International Salt Company) announcing 
that you carry this popular product. Keep your main salt 
supply out of the way. 


, ; ; SALES OFFICES: 
3. Display in another retail outlet. Whether you have your 


own display or not, it’s good merchandising to show off Chicago, IIL. St. Louis, Mo. New York, N.Y. 
your softeners in other places of business, too. Department | New Orleans, La. Charlotte, N.C. —_ Cincinnati, Ohio 
stores, appliance dealers and feed outlets may give you Boston, Mass. Newark, N. J. Philadelphia, Pa. 
some window space because of the attention value of an _— Detroit, Mich. Buffalo, N.Y. Pittsburgh, Pa. 
interesting display on water softening. ; 


International Salt Company, 
Dept. HA-1160, Clarks Summit, Pa. | 


[] Have a Sterling representative con- 
today... tact me with further profit data. 


What Sterling Salt product should you carry? 
and mail 


Different water-softener manufacturers often recommend coupon 


special types of salt to regenerate their units. You don’t 
have to carry all these types! Your Sterling representative 
can advise you which Sterling Salt product will do the best 


INTERNATIONAL SALT COMPANY 


“A STEP AHEAD IN SALT TECHNOLOGY” 
Want more facts? Circle 131, p. 137 
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FORECAST: 


you will be sales ahead 
with BORDEN HOSE in 1961! 


toughest 
remforced hose! 


The toughest, most rugged 
hose a person can buy. 
Made by a new cross- -head 4 
extrusion process. 


rugged, 3-ply 
construction! 


Tough nylon and vinyl ie 
3-ply construction. ls 
Built to take highest 
pressures and hardest 

wear for years. 


light-weight, 
flexible! 


Borden’s special extrusion 
process pares the weight by 
20% to a wonderful, 
sane use flexibility. 


se SJ 


RESINITE 


VINYL we 


a 4) - 1 


complete, 
profitable line! 


Includes both reinforced and 
non-reinforced hose and 
sprinklers. The total is 

just 19 items. You stock 
less—profit more. 


eye-catching 
package! 


Bold, eye-catching 
design features the 
Borden name big and 
bold—to reach out 
and grab customers. . 


effective 
promotion! 


Point-of-sale business 
boosters plus coast-to-coast 
advertising in Life, Saturday 
Evening Post, Better Homes & 
Gardens and Sunset. 


The selling’s extraBordenary! 


Talk over your 1961 garden-hose profit opportunities 
with your wholesaler. Let him give you the profit story 
on Borden’s Flex-Tred Reinforced Hose, Borden’s 
Garden Pride Opaque Hose and Borden’s Gold Stripe 
Triple-Spray Sprinkler. 

You can get the sales-ahead Borden Hose line right 


THE BORDEN CHEMICAL COMPANY 


A Division of The Borden Company 


now! Fast delivery is assured. Our plants on both the 
East and West Coasts are ready to show you what 
speedy service really is. You’ll find that it pays to talk 
business with Borden—first! Get hold of your whole- 
saler now. Get hold of a honey of a hose deal for 1961. 
Get hold of Borden hose. You’ll be glad you did. 


350 MADISON AVENUE, NEW YORK 17, N.Y. 
P.O. BOX 430, COMPTON, CALIF. 
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PuRFMASTER 


KING 
HAS 


QUALITY 
YOU CAN 
a 














QUALITY 
e SELL! 


The Turfmaster King is the mower you can 

sell with confidence and pride . . . and profit! 

The deck is aluminum alloy. The 8” wheels 

are Steel. The “Hite-A-Just’”’ feature obsoletes 

most rotary mowers: one lever adjusts all 

a. ae wll four wheels at the same time for nine dif- 

til ferent cutting heights! Turfmaster King qual- 

THE QUIET TURFMASTER TURFMASTER ity sells... and stays sold! 


TURFMASTER TILLERS RIDING MOWER A 
7 sk your wholesaler for a copy of 
The all new mower with Tops in performance and Newest addition to a fine y copy of the 1961 


the lullaby-low tone... sales appeal. Ask your line of riders. Medium Catalogue of Turfmaster products or write 
practically sells itself. wholesaler for details. price...fine performance. us...we'll send you one. 


Nationally Advertised in Leading Home Magazines 


gaemasteR © DilleaMGuire “ase Sm 


LAWN MOWERS 
The World's Standard Mower Since 1874 
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NEW PLASTOID CAULK 


A synthetic polymer base compound that sells at 
the price of an oil base caulk and gives you ALL 
these advantages. 


Full flowing over wide temperature range 
Greater and longer plasticity 

Less shrinkage @ No sagging 

Easy handling @ Fast setting 


Longer shelf life si Colors — Bright white, gray and bril- 


° - — . liant white. Packaged in foil sealed 
Contains no fiber ‘‘bodying’”’ material 1/00 ollie tbalie eeued ew- 
tridges or quart, gallon and five 

/ gallon cans. 





SV a 


NEW DEPARTURE CAULK 


A formula variation of New Plastoid Caulk made 
especially for professional painters. 


Extra smooth flowing 
Sets porcelain smooth 


Dries for painting in one hour |g 
R . lasti Available in 1/10 gallon fiber car- 
emains plastic tridges with cut-off type plastic 


Won’t sag or bleed “A | — tips. Brilliant white color 
only. 











Xs YOUR CUSTOMER A FAVOR= 
SELL QUALITY! 


PLASTIC PRODUCTS COMPANY Main Office and Laboratory 
6453 Georgia Ave. + Detroit 11, Mich. 


q r } , mA Factories: Detroit « Chicago ¢ Jersey City ¢ Richmond, Va. 
Manufacturing Subsidiaries : Oakland « New Orleans ¢ Kansas City « Tampa ¢ Toronto 
Want more facts? Circle 134, p. 137 
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Timatcmaiiics ...PDQ! 
wvem se oo 2> Mea PPG announces all-new 
@ 1961 assortment of 


hes] [Ditsturgn )stripe-handlee, 
UR ire | Opa pure bristle 


[i uity | brushes 














MN. . cet Your cost only *99% $8786 
hud, 1 YOUR PROFIT... 


A top quality brush for every painting need 
An attractive price range in each line 


A brand-new trim brush for unusually 
precise work 


Free booklet on painting and brush care 


® Time-saving self-service selling aid 


® Each brush wrapped in its own transparent 
glove 


™=. 


| A space-saving, all-alumi- 
num rotary display with 
© each PDQ assortment. a] 


If the handle is striped, 


you know it’s good . . . It’s Pittsburgh’s 
[PY vite seunce ae Se ee GLASS COMPANY 
G 


© Call your Pittsburgh salesman, or write Pittsburgh Plate Glass 
Company, Brush Div., 3221 Frederick Ave., Balt. 29, Md. 
Want more facts? Circle 135, p. 137 
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\ Cc 
c you've EVER USED 9S wet 


@pairs . 
- alj Metals Mri 


.<dmes 
Procticatty ner et 


Magic STEEL 


Magic EPOXY GLUE 


join America’s fastest-selling, most complete line of home repair products 


More sales ... more profits .. . more satisfied customers. Everybody makes more 
money with Magic—the products that sell like Magic because they work like Magic. a-sisa 


Order today from your wholesaler! 


OTHER MAGIC PRODUCTS... 

Magic Plastic Aluminum * Magic Liquid Solder * Magic Fix-All Porcelain * Magic Porcelain Glaze 
Magic Rubber * Magic Woodblend Putty Pencils © Magic Tub 'N Tile Sealer * Magic Plastic Patch 
Magic Rust Buster * Magic Plastic Lead * Magic Wood * Magic Pipe Joint Compound 
Magic Crystal Clear Cement * Magic lron Cement * Magic Easy Spray Enamels 


Magic Tite-Grip White Glue 
TT HOME REPAIR 
Ley _ CENTER 


——— wen ¢ Magic Home Repair Center triples sales.* It 
< r Pea holds 133 bubble carded items. 31” high, 22” 

oye © ¥ wide, 1114” deep. It’s FREE! 

*Based on a recent survey of 162 stores. 


yr 
Us 


9 Magic iron Cement Co., Inc. 


14215 Caine Ave. e@ Cleveland 28, Ohio 


IN CANADA: 
Bernard Marks & Co. Ltd., Toronto 
A. J. H. MacDonald Limited, Vancouver 








Want more facts? Circle 136, p. 137 
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-—The FIRST pediatric-contoured molded fiber glass —— 


NATIONALLY ADVERTISED and PUBLICIZED 
in PARENTS’ and BETTER HOMES & GAKOENS 


Attractive modern style, smart in any home 
with Persimmon, Turquoise, Goldenrod or 
Cocoa seat and bronze-tone metal frame. 
Fully enclosed back and sides protect baby 
from drafts. Durable molded fiber glass is 
rust-proof, chip-proof, stain-resistant, non- 
toxic... wipes clean with damp cloth. 


JUVENILE 
CHAIR 


LOW CHAIR WITH 
PLAY TRAY 


YOUTH’S 

DINING CHAIR 

CHANGE-ABOUT DESIGN 
MAKES 4 CHAIRS IN ONE 

For children from infancy to 8 years...removable 

extension legs, tray and footrest solve the problem 

of outgrown juvenile furniture. $1995 

Retail Fair Trade Price 


HIGH CHAIR 
FOR BABY 


ITEM NO. 950 








PARENTS’ 
+, PAAGALING . 


tk 4 
a “lr ey 


BABY BATH** 
Soft, smooth polyethylene 
be for baby’s safety. Shaped 
wi to give back support. Non- 

7 slip bottom. Removable 
soap dish. Yellow, White, 
Pink or Turquoise. 


ITEM NO. 600 


ee .. ite ; Suggested retail... $398 
ih an . 
‘NP OT aaa | 

CAL-DAK BED RAIL* 
Makes any bed safe for a child 


New, deluxe model with solid panel side in 
pink “Little Lambs” Pattern No. 910. Easily 


— 


Odor-Sealing 


installed, no bolts or clamps. Folds for stor- 
age or travel. May be use singly or in pairs. 


ITEM NO.1401 Retail Fair Trade Price... S495 


cs 
aT 


Blue ‘‘Choo-Choo”’ Pattern No. 905 








STANDARD Triple-Bar BED RAIL, Item No. 960, $2.95 each 


*Patented U.S. Patent No. 2,859,454 
**Design Patent No. 186,578 


Lower arms swing ovt, slide 
between mattress and box spring 


DIAPER PAIL 
Quiet...clatter-proof in 
rust-proof, dent-proof... 
unbreakable polyethylene. 
Sanitary, tight-fitting lid. 
Bail handle. Yellow, White, 
Pink or Turquoise with 
black clown design. 

ITEM NO. 613 


Suggested retail... $398 





Manufacturers of Work-Saving Quality Housewares 


78 


FACTORIES: Lancaster, Pa.* Little Rock, Ark.+ Colton, Calif.» Los Angeles, Calif. 


Want more facts? Circle 138, p. 137 
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The NHMA proudly invites all the 
nation’s buyers and merchandisers 
of housewares products to the 
most comprehensive industry show 
ever held. Products, people and 
merchandising ideas will dramatize 
housewares progress against the 
spectacular backdrop of Chicago’s 
magnificent new lakefront exposi- 
tion center. Don’t miss the only 
complete, the only national picture 
of the housewares industry. 





—- — 


34" NHMA 


National Housewares Exhibit 


JANUARY 16-20, 1961 


McCormick Place - Chicago 


Serving the housewares industry since 1938 


Pr wale). F ime fel eh-) as Yi ee el oy Veomat) i t- oe Ut telei?y wale), 
(incor porated not for profit ) 
1130 Merchandise Mert + Chicago 54, illinois 


Want more facts? Circle 139, p. 137 
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stand-up scales 
register 
stand-out sales! 





MODEL 566 





SPACE-SAV 


Our dealers said it... not us! ‘‘Stands Look what the Space-Saver offers 
up and sells itself!’’ ‘‘Built-in sales- your customers! 


EE 


manship!’’ ‘“‘Counselor’s best-selling e First fold-up bath scale that needs no instal- 
scale in years!’’ lation. Fits anywhere in home, takes practi- 
cally no space 
¢ Weighs up to 300 pounds, accurately, on any 
e The first self-displaying bath scale. Stands surface — from tile floors to fluffy rugs 
on its own base beside cash register 


Look what the Space-Saver offers you! 


e Convenient handle at top, gleaming chrome 
e Takes less than 4 square foot of display space base, easy-clean vinyl platform 


e Single sale gives greater profit than average e Seven decorator colors, $11.95 East; $12.45 
full-year return for equal space Far West 


Call orwrite: THE BREARLEVY COMPANY, ROCKFORD, ILLINOIS 
World's largest producer of bath scales 


Want more facts? Circle 140, p. 137 
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8 fast movers 
for Christmas 


standard magnetic 
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can opener from $3.49 . 
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[* - electric 


can opener and knife sharpener $24.95 


®eeeseeeseeeeeeeeeeeeeeeeee 


Seeteseeeeeees 


budget can opener from $1.98 


®teeetoesecese 


* 
* 
* PPP POST OSE seseeeeseseses 


9264084448844 EHE HEHE 


@es#eeeteaeeeeeeetee ee Ce Ceeeee eee eee ve 
ereeeoeoeoe eo eee OP Ge eee oe eeeee eee? 


oa 





deluxe automatic 
can opener from $6.95 


eee? eesesseeeeeeeeee?® 
taggin sis Kai sage: ae & 


SPeeeeoeee?e? © ee eeeeee © 


eenrvrenveeneneneee 
ee eee 


eee et eeeeeeceeeeeeeeeea ese eeee eevee 


automatic-electric can opener $22.95 


e@eee0e88 008080 


#e2646006€606€6606¢64606640446600464604¢060+6074%4 
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portable can opener from $1.98 
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table ice crusher $9.95 


On, on (ene eeo 4anseenen otitis ciliata aaaai 
to make Christmas MERRY 
...and these 8 SWING-A-WAY’S 
are among the best. For the biggest 
Christmas you’ve ever had, order 
them now and keep your stocks 
complete all through the season. 














you can sell mare, make mane with 


wall ice crusher $7.95 


SS eee eee eS SSSeSeTeTeeeee eee e® 


Seeeeeereeeee eee eeeeeeer eer eee ee tee 


SWING-A-WAY MFG. CO., 4100 BECK AVE., ST. LOUIS 16, MO. » IN CANADA: FOX AGENCIES, PORT CREDIT, ONT. 
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Kitchen 
Fixtures 


save stacking, lifting, clatter and clutter! 


K-V fixtures make kitchen living more carefree, more comfort- 
able, so much more convenient. Low-cost, easily-installed, they 
turn hard-to-reach, unhandy spaces into neat storage areas — 
and ball-bearing, easy-glide K-V kitchen fixtures save stacking, 
lifting, clatter and clutter. Women love the remarkable efficiency 
of K-V kitchen fixtures. When they try one — ~~ want them 
all. Write for complete information. 





KNAPE & VOGT 
MANUFACTURING COMPANY 


Grand Rapids, Michigan 





HARDWARE 


Manufacturers of drawer slides, adjustable shelf hardware, sliding and folding door hardware, closet fixtures, Tite-Joint Fasteners and Handy Hooks for perforated board. 


Want more facts? Circle 142, p. 137 
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3 new moneymakers that sell 
Reynolds Do-It-Yourself Aluminum 
and profitable related items! 











ALUMINUM PICTURE FRAME SECTION 
(Item 97—Project Sheet No. 52) 
Makes professional-looking picture 
framing a snap . . . fast, inexpensive. 
Sells glass, picture hooks, wire, flat 
corner braces (Item 47). Sections 
available in lengths of 6 feet each. 


ALUMINUM SOLDERING KIT (item 85 
— Project Sheet No. 51) For quick, 
easy soldering. No flux needed... 
instructions on skin-packed kit of 
tool, brush, solder. Related items: 
propane torch, snap clamps, brush 
(Item 86), and solder refills (Item 87). 


ALUMINUM “T” SECTION (items 96 & 
96a — Project Sheet No. 53) An easy- 
to-use section in overhead lighting, 
paneling jobs, soffit vents or lights, 
etc. Helps sell paneling, screens, 
glass, light fixtures. Order out all 
these items from your distributor. 


Project sheets sell ideas...ideas sell merchandise! 


Check your needs below, mail to DIYA, Reynolds Metals Company, Richmond 18, Va. 


Enclose name and address. 


—___No. 1—Screens _ Storm Sash 

mae - Trelli 

—___No. 7—Car-Top ‘Luggage Rack 

—___No. 9—Corner Tab 

— % hae Dining Table 
and Coffee Table 

—___No. 11—Shower Enclosure 

____No. 12—Auto Accessories 

— * s Shi 


—__No. 16—End Tables 
. 17—Trivets 
. 20—Patio Lights 
. 21—Garden Caddie 
. 22—Utility Cart and a Truck 
. 23—Christmas Mobile 
. 24—Coffee Table 
. 27—Shower Door 
. 28—Tot’s Table and Stools 
. 29—Patio-Picnic Table 
. 30—Stallion Wall Plaque 


Reynolds Aluminum 
Richmond 18, Virginia 


. 31—Kitchen Pan and Lid Rack 

. 32—Duplex Bird-House 

. 33—Modern Bird-Feeder 

. 36—Aluminum Desk Set 

. 37—Radiator Enclosures 

. 38—Cabinets with Sliding Doors 
. 39—Room Dividers 

. 40—Shadow Box Picture Frames 

. 41—Shower Door for Tub 

. 42—Cold Frame and Hot Bed 

. 44—Aluminum Uses for Your Craft 
. 45—Gasoline Go-Cart Accessories 
. 46—Sliding Door and Panel Track 
. 47—Blackboard Desk 

. 48—How to Use Tubing Fittings 

. 49—Range Hood 

. 50—Folding Room Divider Screen 
. 51—How to Solder Aluminum 

. 52—Aluminum Picture Frame 

. 53—Aluminum ‘‘T” Section 


3 




















— en bt nt ELE ELE LL ELL . 
Want more facts? Circle 143, p. 137 
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NEW ese: 
SELLS ITSELF 


PLUMB-E-Z 
T= rn 


if 
HOME PLUMBING KIT nT <> 














install a bright new SINK TRAP quickly 
and easily at this one low price. 
All necessary parts included — no experience needed. 





Brand new PLUMB-E-Z, the plumbing Every item packed in a brilliant display carton. 
products designed for hardware store All necessary parts and accessories are included. 
sales. Add an exclusive high profit Complete instructions are furnished in simple language in every box. 
line to your operation with no effort Newspaper mats, merchandising folders and other dealer aids are 
beyond signing the order and ringing yours for the asking. 
up sales. 

Get on the PLUMB-E-Z band 
wagon today and be the plumbing 
center of your area. 


LUINB-E-2Z 
List wholesaler from whom you ordinarily buy 
4. PLUMB-E-Z MFG. CO. plumbing items. 
ij P. 0. Box 211 


HOME PLUMBING KITS ELMWOOD, CONN. 


Want more facts? Circle 144, p. 137 
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WRIGHT-BERNET e775 BRUSHES 





x a every cleaning waeil / 


It's the RIGHT brush eee 
It's aWRIGHT-BERNET brush. 


—- No. 24 PROFIT-PAK 
A Floor Brush Display 
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No. 1750 PROFIT-PAK 
Household Brush Display 


You can be sure of a 
Profit-Packed turnover 
with the PROFIT-PAK displays 











Lhd fh 
DON'T FORGET — 


WRIGHT-BERNET, INC. 
1524 Bender Ave., HAMILTON, OHIO oy} L's Brsshes !/-""Wright-Bernet’”’ 


Want more facts? Circle 145, p. 137 
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good start for good profits 


PRIZER- WARE 


PORCELAIN CAST-IRON 


STARTER SET 


295 | 
18 a ; 2 Customer-Preferred Colors 


‘2215 Turquoise—to retail at $18.95 


$2395 * | regular $22.15 


White with green ivy—to retail at $23.95 
regular $26.95 
6 Customer-Preferred Pieces 


1 qt. casserole 

] qt. saucepan 

1 cover to fit saucepan and casserole 
1 914 in. skillet 

1 cover to fit skillet 

1 trivet to fit all utensils 


FAVORITE 


GIFT 


@ This new Starter Set package solves your 
display problems! Each carton contains 


four printed discs: two with prices, 
two with gift suggestions. Use them to spur 


p R i 7 F n W A a F impulse purchases. This easy-to-display, 
” 


easy-to-store carton is a sales clincher! 
READING, PENNSYLVANIA 
ORDER NOW FOR ASSURED PRE- 


HOLIDAY DELIVERY. 


Want more facts? Circle 146, p. 137 
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NOW 


SKIL HELPS YOU SELL WITH MAGAZINE ADS IN EVERY ISSUE OF LOOK AND POPULAR MECHANICS... 


urrent Skil Ad Campaign § 











RUN YOUR SKIL ADS, WINDOWS, DISPLAYS NOW, 


We’re helping you sell more Skil tools than ever 
before with the biggest fall-Christmas ad campaign 
in Skil history. Hard-hitting Skil ads are in all 
LOOK issues September 27 to Christmas... in 
every Popular Mechanics September through 
November ... and in local newspapers every week 


for 4 weeks starting November 13. This tremendous 
ad support covers 79% of all families in the United 
Want more facts? Circle 147, p. 137 


States—more than 3 out of every 4 households 
right in your trading area! 

Why not put this terrific sales power to work 
with your own Skil tie-in program? From now to 
Christmas the pay-off will be biggest if you feature 
Skil Tools in your newspaper ads, windows and 
displays. Check your Skil stock today and get your 
tie-in program rolling! 








sig | CO Oe ee ae ty 


The Florida Caney At 


rik seth het - CLT 
SAT TE WSS SS Coen Ps = > 


SKIL HELPS YOU SELL WITH NEWSPAPER ADS IN 69 CITIES, ADS EVERY WEEK FOR THE NEXT 4 WEEKS 


Covers 79°), of Families in U.S.A" 


MAKE THIS BIGGEST-EVER PROGRAM PAY OFF FOR YOU 


*Source: Audit and Surveys Co. 1959 Study for Look Magazine and Newspaper A.B.C. Statements 


LINE SKIL CORPORATION, Chicago 30, Ill. 
Want more facts? Circle 147, p. 137 
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KANO KROIL, the oil that creeps, 


Loosens frozen parts FAST. 


Now used by 25,000 leading industrial shops. 
Sold under a money back guarantee for 





20 years. 
USE KROIL for 


. loosening .any frozen metal parts, 








. filing, honing and hacksawing, 
. cleaning rusted metal, 


. cleaning cement tools and wheel- 
barrows, 


. lubricating air driven tools, 
. guns and fishing reels, 


. preventing plug fouling on marine 
motors. 





Kroil is harmless to metal, paint & varnish. 


NATIONALLY ADVERTISED KANO LABORATORIES 


Advertised in Popular Mechanics, Popular Science, Maintenance, ae eons 
Industrial Maintenance, Industrial Equipment News, New Equipment i Bis aan 

Digest, Plant, Petroleum Refiner, Factory, Business & Commercial KANO KROIL 
Aviation, Mechanical Engineer, Nat'l Engineer, Chemical Process 

Space Aeronautics, Chemical Engineer Progress, Transportation 8 ounce lithographed cans with poly- 
Supply News, Excavating Engineer, Industrial Bulletin, Oil & Gas ethylene spout — List 65¢. Packed 
Journal, lron Age, Southern Power, Baking Industry, Contractors and 
Engineers, Oil & Gas Equipment, Modern Highways, Implement and 
Tractor, jobber. 


LABORATORIES 
NASHVILLE 11, TENN. 


Want more facts? Circle 148, p. 137 
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"Bait Your Line with 
SIMONDS 


SAWS and FILES 


and See the 
Action You Get! 





Ll Jl 


“RED TANG” FILES 


When you’ re “ casting”’ for customers, 

it pays to offer them quality products 

they know — quality products you 

know will give complete satisfaction! With SImoNnDs rew 

Chrome-Plated Si-Clone Saws, the Simonds line is more 

profitable than ever for jobbers and retailers to handle 

and sell. Spring, summer, fall, winter — there’s no 

‘“*season”’ to limit the sales of popular Simonds “Red 

Tang’”’ Files, ‘Red End’? Hack Saw Blades, Saw Bits and 

Shanks and Cross-Cut Saws. “‘Bait’’ your line the year 
around for profitable, volume business with Smmonps! 


Factory Branches in Boston, Chicago, Shreveport, La. S | M N D 8 
San Francisco and Portland, Oregon ~" 


Canadian Factory in Montreal, Que. SAW AND STEEL CO. 


FITCHBURG, MASS. 


Want more facts? Circle 149, p. 137 
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THERE'S SALES MAGIC IN THE 
COMPLETE CRESCENT LINE 





Ever since Crescent originated their famous sale promotional material and product 
adjustable wrench more than fifty years ago, excellence combine to make Crescent 
the Crescent trade marks have stood for top a high-profit, fast-turnover line that no 
quality in hand tools. Year by year Crescent alert tool dealer can afford to overlook. 
has added other tools until today Crescent 
is one of the broadest, most diversified lines 
that a dealer can stock. 

National advertising, effective point-of- 


Sign of lhe CU Hisan 
Sytner ot of Cuccllence 


Crescent is our trade-mark, registered in the United States and abroad, for wrenches and other tools. Sold by leading distributors and retailers everywhere and made only by 


CRESCENT TOOL COMPANY, JAMESTOWN, NEW YORE 


Want more facts? Circle 150, p. 137 A Want more facts? Circle 151, p. 137 > 
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BEAR 
the line that has it 


Quality 


ee Fe aE, In sandpaper, masking tape, floor 


finishing and maintenance products. 
A big profitable line with smart 
packaging and look-alive merchan- 
dising. 

You can depend on BEAR. 


BEHR-MANNING Co., Troy, N. Y., 
A Division of Norton Company. 


“at, 





& 


“ast 








ERE STRETCHING 
| THINGS 


~ ATLANTIC DELUXE _ N\A eo <i 4A Bli ie 
| “POWER SLIDE” MEASURING TAPE =a wy 


with “Slide Control’ action 


No wonder it’s such a terrific seller 
— there's nothing to compare with 
it on the market! It's the ultimate 
in power measuring instruments, with 
fingertip control for full or partial 
retraction. The white ‘'/2” biade 
has ed and black foot and inch 
markings, and there's an inside and 
outside measuring clip. Replaceable 
blade 6’, 8’, 10’ and 12’ lengths. 





We introduced these two Atlantic Deluxe pre- 
cision measuring tapes just a year ago — and 
today they're our best sellers! To celebrate the 
first anniversary of these fast moving items 
we're offering them, for a limited time only, 
aft an 





ADDITIONAL 


/ DISCOUNT 


This offer is good for these two items only, 
on orders received on or before December 
31st, 1960. This offer good in Canada, 
too. 


ATLANTIC DELUXE 
“The LONG’’ MEASURING TAPE 


with leatherette case 
Here's the greatest value you've 
ever seen in a long measuring tape! 
Features engineer's hook, rugged 
rim prevents finger slipping. Re- 


placeable blade has 1 and black 
foot and inch markings. 50’ and es 
100’ lengths. 


INDUSTRIAL CORPORATION 
91-97 WEST RUNYON STREET 
ae ee a, eee en en - --  e e ee 


Order through your Atlantic Sales representative, or 





NO MAN IS 
HARD TO PLEASE 


when you stock and sell 


Starrett 


TOOLS “3 


io, 
the gift that’s precisely right for \ wig 


men or boys who love fine tools | \™ 


NO. 815 

TOOLMAKERS’ HAMMER 

With built-in magnifying lens. 
Available personalized with 


NO. 11 

COMBINATION SQUARE 

The indispensable mechanics’ 

tool. Available in many sizes 
and graduations. 


MICROMETER 


0-1” size with tapered frame, 
no-glare Satin Chrome and 
easy-to-clean black finish. 








NO. 619 
AUTOMATIC 
CENTERING PUNCH 


Centers screw holes for cabinet 
and builders’ hardware. 


9 divider hoids standard long 
pencil or adjustable steel point. 


7 “AE FY 
] 


DIAL TEST INDICATOR 
Indicator graduated .001”, range .200”. 








For man or boy ... for handyman, hob- workshop enthusiast, do-it-yourselfer,. ~_ 


byist, professional craftsman or student — 
there’s no finer gift than genuine Starrett 
Tools. These year-round sales builders can 
stay right up front at gift-giving time, add- 
ing seasonal sales and profit to year-round 
trade. 

Feature Starrett Tools in your Christmas 
displays, suggest them to gift-shopping 
wives and parents. There are Starrett Tools 
at prices to suit any purse and to delight 
any skilled craftsman, hobbyist, home 


student or apprentice. 

Send today for Starrett Catalog No. 27. 
and Price List showing more than 3000 
Starrett Tools including hundreds of gift- 
worthy items. Address Dept. HA The 
L. S. Starrett Company, Athol, Mass. 


World's Greatest Toolmakers 


PRECISION TOOLS « DIAL INDICATORS « STEEL TAPES » GROUND FLAT STOCK « HACKSAWS « BAND SAWS « BAND KNIVES « HOLE SAWS 
< Want more facts? Circle 152, p. 137 Want more facts? Circle 153, p. 137 A 
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COIUMBIAN VISES & LEVELS 


are sold only through 


WHOLESALERS! © 


For 65 years, Columbian has been privileged to serve 
America’s hardware dealers—through WHOLESALERS! 


We are proud of this record and proud of our WHOLE- 
SALER ONLY sales policy which we believe is best for the 
dealer and his customers—and best for us, too. 


A few of the reasons why we sell to you through 
WHOLESALERS are: 


YOUR WHOLESALER SAVES YOU TIME. His salesman rep- 
resents hundreds of manufacturers ... enables you to buy 
a variety of quality merchandise on one order from one 
reputable firm. You save buying time . . . gain selling time. 


YOUR WHOLESALER SAVES YOU MONEY. By carrying 
large reserve stocks, he eliminates your nced for big 


inventories ... helps you get fast turnover, more profit 
on less investment. 


YOUR WHOLESALER GIVES YOU SUPERIOR PRODUCTS. 


He studies markets, compares and tests competitive items, 
is alert to style changes... sells only the best. 


YOUR WHOLESALER ENABLES YOU TO HANDLE MORE 
LINES. He delivers fast from his warehouse. You can 
carry minimum stocks with the assurance that he will 
replace fast-selling merchandise without delay. a-2vt6a 


See your WHOLESALER today about COLUMBIAN VISES and LEVELS! 
The Columbian Vise & Mfg. Co. « Cleveland 4, Ohio 


there’s a 


COLUMBIAN 


to meet your every need! 


Want more facts? Circle 154, p. 137 A 
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S-K/LECTROLITE PAYS YOU EXTRA CASH DIVIDENDS 


When you sell S-K/Lectrolite, you have complete profit protection 
on the tools your customers prefer 





Highest degree of acceptance on the market 
today makes S-K /Lectrolite socket and flat 
wrench sets exceptional profit makers. A FAST SELLING LINE 
Realistic, competitive pricing puts these WITH 4 TO 6 TIME TURNOVER 


fine tools head and shoulders above 
Set sales alone deliver more than twice the 
business possible with an ordinary line of 


help with S-K /Lectrolite, too. individual wrenches. 


And although the line is simplified, it You offer your customers more for their 
money. 


all other lines. You get top merchandising 


satisfies over 90°7, of your customers’ 


demands. Yes, from stock to sale, Handsomely plated finishes, rugged strength, 
perfect balance and precision-finished open- 


S-K /Lectrolite is the tool line you can ings ...truly the highest quality wrenches. 


count on...for quality, for user Tools never become obsolete . . . they're built 
acceptance and for profit! to last... your customers stay satisfied. 


SEE THE EVYE-APPEALING DISPLAYS ON REVERSE S/DE }» 


S-K/LECTROLITE 


Spa Saver™ DISPLAYS 


e Displays supplied FREE with stock 


e Compact... attractive arrangements to 





to catch customers’ eye 


e Makes stock-checking faster ...simpler... 


more accurate 


a> wet 
<_. P H) 





L-6 Display 


| 


You'll like the way these displays help you sell S-K /Lectrolite wrench sets. Carefully 
designed to give top eye-appeal and to make maximum use of a small amount of 
space... they work their heads off. There is no charge for these new displays... 
another example of the thorough merchandising aid you get from S-K /Lectrolite. 
Write today for your personal copy of our SpaSaver* DISPLAY BROCHURE. 


*Trademark 





Individual sets have top customer appeal, too! 


S-K socket sets have long been 
the favorite of men who make 
their living with tools. Sets 
come in handsome steel chests. 


Lectrolite wrench sets give you 
twice the volume of individual 
wrenches. Sets are packed in 

tough vinyl and plastic bags or rolls, 
each with grommets for hanging. 


CHICAGO 32, ILLINOIS e DEFIANCE, OHIO 
Designers and Manufacturers of 
Quality Wrenches Since 1923 
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Wholesalers Plan: Help Industry 


Get More Consumer Dollars 


Assault on inadequate profits stepped up at Atlantic City Convention. Plan 
to produce greater sales volume joins departmental cost study 


in long-range two part wholesaler profit improvement program. 


“IT outline a program of activity for this association to ulti- 
mately improve profits of this giant industry which is so much a 
fundamental part of our national economy.” These words by 
Howard W. Price in the President’s Address at the opening of the 
Atlantic City convention Oct. 17 announced the second long-range 
program by the National Wholesale Hardware Association to 
combat inadequate profits. 

The program President Price announced is “to build greater 
sales for full functioning wholesalers and for the manufacturers 
whose lines they distribute.” The drive was already launched. 
The association’s executive committee had just organized a Sales 
Motivation Committee to develop a long-term educational program 
to better train and motivate the 12,000 wholesale salesmen. 

The first long-range program, launched at the 1959 conven- 
tion, is to be continued with renewed vigor. This is the long-range 
inquiry into the costs of distribution, the Distribution Cost Ac- 


counting program. 


The Atlantic City convention was 
the 66th annual convention of the 
National Wholesale Hardware As- 
sociation; the 50th annual meeting 
of the National Association of 
Sheet Metal Distributors; the 119th 
semi-annual convention of _ the 
American Hardware Manufacturers 
Association. 

The dual assault by the whole- 
salers association on the problem 
of inadequate profits by President 
Price set the theme for the con- 
vention. 

Growth in sales volume, Presi- 
dent Price pointed out, must pro- 
gress with growth in population. 
Also, sales growth must be meas- 
ured in units or tons, not in dollars, 
to account for inflation. 

Areas in which improvements 
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can be made to achieve this goal, 
mentioned by President Price, were 
gaining a greater share of the con- 
sumer dollar for hardware, and im- 
proving the wholesalers’ under- 
standing of dealer problems. 

This was the broad path out- 
lined for the Sales Motivation Com- 
mittee. Chairman of this committee 
is James P. Townley, president of 
Townley Metal & Hardware Co., 
Kansas City. Members are: John 
S. Stiles, president, Morley-Murphy 
Co., Green Bay, Wis.; W. A. 
Parker, president, Beck & Gregg 
Hardware Co., Atlanta; Norman F. 
Luekens, president The George 
Worthington Co., Cleveland. 

The committee’s specific assign- 
ment is “to lay out a plan of 
action.” 


The Distribution Cost Account- 
ing program, launched a year ago, 
was reviewed in two convention 
papers. 

U. J. Kuhre, chairman of the 
DCA committee, and executive vice- 
president of Strevell- Paterson 
Hardware Co., Salt Lake City, sug- 
gested two steps for the future: 

More association members join 
the 156 active members in using the 
DCA manual. 

Some method be set up to report 
to national headquarters to aid 
members interpret the cost findings 
of their companies. 

“We are right now in the process 
of research in this part of the 
program,” Chairman Kuhre an- 
nounced. 

A report on how the DCA man- 
ual can aid wholesalers uncover 
profit leaks in their operation was 
made by S. T. Exley, president, 
Harper & Reynolds Corp., Los 
Angeles. 

Mr. Exley has found a figure 
necessary in the extension column 
on each line of an order to aver- 
age out a return that will show a 
profit for his company. Other bene- 
fits uncovered by Mr. Exley were in 
the buying department, and in a 
revaluation of salesmen’s worth in 
the light of not just total dollar 
sales, but in contributing to the 
company’s profit. 

Election of officers brings two 
new association presidents to the 





Atlantic City meeting scene. They 
are: 

Paul C. Nicholson, Jr., president 
of Nicholson File Co., Providence, 
R. L. to president of the AHMA. 
Mr. Nicholson was vice-president 
last year. He succeeds John Gibson, 
III, president of McKinney Manu: 
facturing Co., Pittsburgh. 

Robert W. Mason, Marathon 
Equipment & Supply, Ltd., Toronto, 
to president of NASMD. Mr. Mason 
succeeds A. B. Lewis, Palmer-Dona- 
vin Manufacturing Co., Columbus, 
Ohio. 

The NWHA re-elected officers, 
with Mr. Mason elected a _ vice- 
president, and three new members 
of the executive committee. 

The NWHA session dealing 
with committee reports developed a 
lively discussion on the packaging 
of ammunition. 

After a discussion from the floor 
by manufacturers and wholesalers, 
the meeting voted in favor of man- 
ufacturers pricing by the box. 


Sales curve bends up 


The convention opened Oct. 16 
with the President’s Reception, and 
the Central States Hardware Club 
dinner. 

Formal programs started Oct. 17. 

NWHA heard President Price 
and Managing Director Thomas A. 
Fernley, Jr., report on association 
activities. 

The business outlook forecast 
for the first half of 1961, based on 
estimates made at the executive 
committee meeting, Mr. Fernley 
announced was for a slight upturn 
in sales. 

The association then heard two 
wholesalers report on_ benefits 
gained through building of new 
warehouses. The National Retail 
Hardware Assn’s. Turnover Hand- 
book was discussed by a dealer and 
by a wholesaler. 


Manufacturers honored 


The NASMD met on Oct. 17 also 
to hear discussions of industry 
problems. 

The AMHA held its business and 
open meetings on Oct. 18. 

Robert R. Bowie, director, Har- 
vard University Center for Inter- 
national Affairs, urged a realistic 
look at the international situation, 
to accept the challenge and be con- 
fident that this nation’s way of life 
will succeed. 


Raymond Moley, contributing 
editor, Newsweek, appraised the 
national political scene, and ques- 
tioned whether today’s brand of 
liberalism was the same he sup- 
ported in previous Democratic ad- 
ministrations. 

NWHA and NASMD held a joint 
session Oct. 18, and NWHA held 
its final session on Oct. 19. 

Three awards were made by 
NWHA in its program to recognize 
manufacturers’ efforts to improve 
the manufacturer-wholesaler meth- 
od of distribution. Companies re- 
ceiving awards, and officers who 
accepted them are: 

Columbian Vise & Mfg. Co., 
Cleveland, H. F. Seymour. 

Remington Arms Co., Bridge- 
port, Conn., Dewey Godfrey. 

Winchester-Western Div., Olin 
Mathieson Chemical Corp., New 
Haven, Conn., P. F. Lewis. 

Resolution adopted by NWHA: 


Passing in parade... . 
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Urged manufacturers to follow 
the recommended 81% x 11 in. size 
on purchase order forms. 

Urged manufacturers to retain a 
skeleton crew for emergency orders 
during vacation shut downs. 

Urged members and manufactur- 
ers to recognize the savings possi- 
ble through use of the catalog 
service. 

Urged members to continue sup- 
port of efforts to achieve tax 
equality. 

Urged members to communicate 
frequently with the trade press to 
relay news items of interest to the 
industry. The _ resolution, also, 
thanked the trade press for its sup- 
port in reporting activities of these 
wholesalers. 


20 years of sheet metal distribution 


A 


Photographs, letters, customer lists and many other documents, preserved over 
the years, continue to provide a look back over 50 years of sheet metal dis- 
tribution. These mementos trace the life of the sheet metal distributor's asso- 
ciation (and its members) from the time it was first recognized as the Metal 
Committee or Metal Branch of the National Hardware Assn. The group kept 
this name until the days of N.R.A. when it was changed to the National Asso- 
ciation of Sheet Metal Distributors. In the photograph, NASMD president, 
A. B. Lewis, holds up a customer list of Berger Brothers Co. dated April 4, 
1905. Berger Brothers announced itself as offering tinner’s hardware and 
rooter's supplies. The company is still located at 229 Arch St., Philadelphia. 
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President's Address 





by Howard W. Price 

President 

National Wholesale Hardware 
Association 

and 

Executive vice-president 

The Salt Lake Hardware Co. 
Salt Lake City, Utah 





(Opposite page) Here are the officers of the National 
Wholesale Hardware Association and some of the members 
of executive committee and advisory board who directed 
the 1960 convention. From left, seated, William A. Parker, 
Beck & Gregg Hardware Co., advisory board; James P. 
Townley, Townley Metal and Hardware Co., vice-president; 
A. B. Lewis, Palmer-Donavin Mfg. Co., vice-president; 
Howard W. Price, The Salt Lake Hardware Co., president; 
H. L. Thompson, Jr., Bostwick-Braun Co., vice-president; 
John S. Stiles, Morley-Murphy Co., advisory board; and 
Charles L. Hildreth, Emery-Waterhouse Co., advisory board. 
From left, standing, Joseph Orgill, Jr., Orgill Brothers & Co., 
executive committee; W. E. Smith, Oklahoma Hardware Co., 
executive committee; John H. Mize, Blish, Mize & Silliman 
Hardware Co., advisory board; Wm. Geo. Steltz, Jr., 
Supplee-Biddle-Steltz Co., executive committee; William D. 
Dearstyne, Albany Hardware & Iron Co., executive com- 
mittee; Judge F. Anderson, American Wholesale Hardware 
Co., executive committee; Thomas A. Fernley, Jr., managing 
director; R. C. Lenfesty, Seattle Hardware Co., executive 
committee; Norman F. Luekens, Geo. Worthington Co.; 
executive committee; R. Bruce Wall, secretary; John W. 
Sheffield, Sheffield Hardware Co., executive committee; and 
Frank Brown, NWHA. 








“... A dual assault is launched on 
inadequate profits ... The assault will 
continue on a long range study of the 
cost of distribution ... The other part 
is to get a bigger share of the con- 


9 


sumer dollar .. .’ 


Business volume in the hardware industry this year 
has not proved to be as good as many of us had previ- 
ously expected. 

Profits in our industry could well be adversely 
affected. 

The many unsettled situations, the international 
tensions bring forcibly to our attention the eternal 
struggle among the peoples of the earth. Add to this 
a national election in which our citizens exercise their 
franchise to freely select their leaders, you have a 
confusing situation. 

Amid all this confusion, it is a wise man, or group 
of men, who can realistically differentiate between the 
things they cannot change and those they can do some- 
thing about. 

The full-functioning wholesale distributors of 
America, whose principal interest is the distribution 
of hardware, formed this great association and par- 
ticipate in its activities for one purpose—to promote 
the welfare of their business, to exchange ideas and 
to create an atmosphere within the industry for 
greater sales and profits. 

It will be my purpose to outline for you a program 
of activity for this association, which has been care- 
fully considered and approved by your official board, 
designed to ultimately improve the profits of this giant 
industry which is so much a fundamental part of our 
national economy. 

This program focuses attention on those things 
which can be and must be improved in our industry. 

This program will require outstanding leadership, 
dedication and hard work. 

This will require adequate financing and above all, 
patience and perseverance. 

Some of this is a totally new program which will in 
no way minimize the importance of any other indus- 
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try committee function or activity; rather, it is com- 
patible with all of them. 

The official board has in mind to launch a dual 
assault on this problem of inadequate profits. 

One very important phase of such an assault will 
be a continuation of our association’s efforts in mak- 
ing a thoughtful, long-range inquiry into the costs of 
distribution. As Pres. Bill French stated before our 
1957 convention, we cannot handle unprofitable mer- 
chandise any more, nor can we afford to handle profit- 
able merchandise in an inefficient way. 

Our Cost of Distribution Committee has made, I 
believe, remarkable progress. The objectives and 
recommendations of this committee and the tools 
which have been provided by our association are de- 
signed to improve the profit return to members. This 
is a most worthwhile, long-range and challenging 
program. 

The ultimate objective is to come up with the 
answer: What does it cost to distribute merchandise? 

Many wholesalers are now busily engaged in adapt- 
ing Distribution Cost Accounting methods to their 
business. 

Distribution Cost Accounting was discussed at con- 
siderable length in our last convention and we will 
have an interesting committee report from Chairman, 
U. J. Kuhre, and a most worthwhile experience type 


of presentation from Sid T. Exley on this vitally im- 
portant subject later in this convention. 

The other segment, or part of this assault to im- 
prove profits, involves an effort to build greater sales 
for full functioning wholesalers and for the manu- 
facturers whose lines they distribute. 


Many of the profit problems which have been con- 
sidered and discussed in our conventions in past years 
can best be improved, if not solved, by the develop- 
ment of a greater volume of profitable sales. 


For proper growth, sales volume must show progress 
commensurate with population growth and progress 
when measured by units or tonnage and not by dollar 
value. 


As individual wholesalers and as an industry, we 
must not be misled into believing our sales progress 
is satisfactory simply because our sales are greater 
than 5 or 10 years ago. We must always take into 
account “rising prices’—to do otherwise would be 
like taking a barbituate. 


We must make some realistic calculations because 
certainly these rising prices have inflated our sales 
volume at least 17 percent in 5 years and approxi- 
mately 40 percent over a 10-year period. 


Wholesalers who get used to taking barbituates 
when calculating sales growth don’t feel the pain of 


1960 Convention Opens With President's Reception 


The President's Reception Oct. 16 at the Dennis Hotel marked the official opening of the 1960 joint hardware 
convention in Atlantic City. Association officials in receiving line before the crowds came at left, front to rear: 
NWHA president Howard W. Price and Mrs. Price; AHMA vice-president, Paul C. Nicholson, Jr., and Mrs. 
Nicholson; AHMA vice-president, R. L. Waterman and Mrs. Waterman; NASMD president A. B. Lewis and Mrs. 
Lewis. Right, front to rear: AHMA president, John Gibson, Ill, and Mrs. Gibson; NWHA vice-president, James 
P. Townley and Mrs. Townley; and NASMD vice-president, Robert W. Mason and Mrs. Mason. 
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the headache any more, but they nevertheless still have 
the malady. 

We want to be very sure, as an industry which is 
competing for a share of the consumer dollar with 
the other giants such as the automobile industry, 
radio, television and appliance industries, that we 
are not caught napping. 

We must be guarded that our hopeful optimism 
about the highly heralded Sixties does not make us 
feel so good about the future that we plan too little 
and too late. 

The hardware industry is big, necessary and power- 
ful, and it must act and plan accordingly. We must 
not be satisfied with mediocrity. 

There is a problem in our industry which needs 
our attention. 

Improvement needs to be made which will enable 
the manufacturers, the wholesalers and the retailers 
of hardware in America to take a greater percentage 
share of the dollars which Mr. and Mrs. Consumer 
spend each year. 


What does a balance sheet reveal? 

The problem facing the industry is one of training 
and motivation. Wholesalers must prepare themselves 
to better understand retailers’ problems. The more 
complete training of the 12,000 wholesaler salesmen 
and merchandising people is an industry-wide respon- 
sibility. 

These men must be brought closer to the broad 
industry problems to better prepare them for the tasks 
which need to be accomplished. 

These men need to know the principles of sound 
stock control practices. 

It would not hurt if more of them could read and 
interpret a balance sheet so that they could better 
understand the significance of turnover, the reasons 
retailers of hardware must protect working capital 
and improve their return on capital invested. 

These men should be aware of good store arrange- 
ment and effective displays. 

An over-all improvement in knowledge of things 
pertaining to merchandising, promotions, advertising 
and budget selling would result in a greater flow of 
hardware items through to the consumer. 

In making these observations, I do not intend to 
outline or in any way limit the scope of this phase 
of the dual assault on this problem of inadequate 
profits but merely to indicate some of the areas in 
which improvement can and must be made. 

The National Retail Hardware Association and its 
members have a tremendous program designed to im- 
prove turnover, to improve their members’ return on 
capital invested and to be more successful merchants. 
This kind of effort is focusing attention on two 
groups of individuals — merchandising people and 
salesmen of wholesalers’ organizations. They are the 
key people. 

These 12,000 sales and merchandising people in full 
functioning wholesalers’ organizations across the na- 
tion are the individuals carrying the responsibility for 


Reelected NWHA 
President 
Howard W. Price 


New AHMA 
President 
Paul C. Nicholson, Jr. 


New NASMD 
President 


Robert W. Mason 
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instituting and interpreting programs to retailers. 
These individuals are the motivators. 

It seems obvious that full functioning wholesalers’ 
over-all success will largely be dependent upon the 
know-how and effectiveness of the sales and merchan- 
dising personnel who contact the customers they sell. 

It occurs to me, the success of most hardware manu- 
facturers, under the present system of distribution, 
is dependent upon the effectiveness of full functioning 
wholesalers’ organizations, with special emphasis on 
wholesalers’ salesmen and merchandising people. 

It is a known and acknowledged fact that literally 
thousands of retailers of hardware have been most 
successfully influenced by capable and experienced 
wholesalers’ salesmen. Yet we have only scratched the 
surface of the potential possibility. 

I am sure there is a general agreement among 
manufacturers that it is to their own selfish interest 
to assist wholesalers and retailers in their desire to 
increase sales and thereby take a greater share of 
the consumer dollar. 

I am equally sure that hardware manufacturers will 
be thrilled and enthused over their full functioning 
wholesaler partners’ interest and dedication in this 
kind of program designed to increase this industry’s 
share of the consumer dollar. 

Our official board has recommended and we have 
appointed a committee of outstanding leaders which 
will carry tke title of Sales Motivation Committee 
whose duties it.will be to develop a long-term, educa- 
tional program, designed to better train and motivate 
the 12,000 wholesaler salesmen of America. 

This important committee will be chaired by James 
P. Townley of Townley Metal & Hardware Co. He 
will be ably assisted by John S. Stiles, Morley-Murphy 
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Co.; W. A. Parker, Beck & Gregg Hardware Co.; Nor- 
man F. Luekens, The George Worthington Co.; and, 
as of our executive committe: meeting yesterday 
morning, this group will be enlarged. This committee 
will lay out a plan of action. 

Basically, the purpose is to develop ideas, plans and 
programs which would not only assist sales managers 
in their responsibility to find, train and motivate 
wholesalers’ salesmen, but equally important, to de- 
velop information and data which wholesalers might 
use to inform and interest desirable young men in 
making distribution their careers. 

It will be the purpose of this committee to stimu- 
late manufacturers’ participation and financial assis- 
tance in such a long range program and further to 
make recommendations to manufacturers of hard- 
ware as to how best they can assist our industry in 
this important objective. 

New approaches—new ideas are needed to meet the 
challenge before us. Manufacturers’ principals’ per- 
sonal efforts and views are earnestly solicited. 

We are confident that the sales managers of full 
functioning wholesalers across the country, who have 
the responsibility to find, train and motivate sales 
representatives, will freely acknowledge that they need 
help in effectively training their salesmen. 

They know only too well that there is a vast differ- 
ence of experience, know-how and effectiveness be- 
tween those salesmen who are among the top 10 per- 
cent of their sales organization compared with those 
who are average or are in the bottom 10 percent. 

Essentially, it would be the purpose of this Com- 
mittee on Sales Motivation to assist the sales man- 
agers of wholesalers in this great industry to be more 
effective and to provide information, data, and pro- 
grams which will aid them in their responsibilities, 
all of which is designed to ultimately take a greater 
share of the consumer dollar. 

The committee will make another important indus- 
try-wide inquiry into the pattern of wholesalers’ sales. 
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Ladies Program Highlighted by Luncheon 
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It is generally agreed that retailers of hardware are 
changing in size, type and variety; and further, that 
this is one of the great challenges which faces whole- 
salers. 

It will be the purpose of the committee to inform 
our membership as to the trend of hard goods sales 
among the various sizes and types of retailers. 

This matter of sales training has already been dis- 
cussed with a number of manufacturers at several 
meetings. These meetings have been of great value 
because it has brought wholesalers and manufacturers 
together to explore areas in which we can work closer 
together so that the hardware industry might take a 
greater share of the consumer dollar. These meetings 
have been informal, the discussions have ranged over 
a great many aspects of the industry’s problems, but 
were free, frank and constructive. 

We have interpreted the manufacturer’s interest 
and participation in these discussions to mean that 
they are willing and ready to cooperate to the fullest 
extent in such an undertaking. 

We, as individual wholesalers and as an industry, 
must continue to improve our effectiveness. We must 
not be satisfied or complacent. 

Pres. John Stiles stated before the 1958 convention, 
and I quote from his address: 

“We are far and away the best and most efficient 
distribution instrument available to hard-lines manu- 
facturers.”’ 

He also stated—“But we’re kidding ourselves if we 
believe this is in an automatic process—if we believe 
volume business is going to flow through our channels 
just because we're here and available—if we believe 
manufacturers are going to scramble to put their 
merchandising future in our hands without being 
thoroughly sold on the manufacturer-wholesaler-re- 
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tailer method of distribution— it’s just not that easy. 
One of the major tasks is that of getting our suppliers 
wholeheartedly on our team.” 

As an industry, we must stick to sound, proven 
policies and must not be tempted to sabotage any of 
the sound methods of full functioning wholesalers by 
means of expedient short cuts and unsound schemes 
and practices which the pseudo-wholesaler, or the 
expedient manufacturer might be inclined to fabri- 
cate and agree upon. These shenanigans not only tear 
the heart out of distribution at its best, but actually 
create more problems than they solve by overloading 
gullible retailers. 

The future is bright, the profit opportunities attrac- 
tive for those wholesalers who recognize the trends 
and the potential possibilities and put their houses in 
order—place them in order not only for lower cost and 
more efficient operation but join hands in our indus- 
try-wide search to determine what it costs to dis- 
tribute merchandise so that full functioning whole- 
salers will be adequately compensated for their ser- 
vices—place their houses in order so there will be a 
greater emphasis on proper and efficient sales man- 
agement. 

It occurs to me that every wholesaler principal here 
today will acknowledge that his company is not oper- 
ating as efficienctly as they might nor as efficiently 
as they know how. 

They say there is nothing as permanent in business 
as change. If this is true, then we must also recognize 
the shifts—the changes that are occurring in the 
marketing of hard goods lines and prepare to meet 
these challenges. This isn’t a job for wholesalers 
alone—but manufacturers as well must also be more 
concerned about the movement of their merchandise 
right down to the consumer. 
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For More Profit: 


Know Your Costs 


« 





by U. J. Kuhre 
Chairman 

Committee on the 
Cost of Distribution 
and 

Executive vice-president 
Strevell-Paterson 
Hardware Co. 

Salt Lake City, Utah 





(Opposite page) American Hardware Manufacturers Assn. 


officers who directed the 1960 convention, and members of 
the executive committee and advisory board. Seated (from 
left}: R. A. Aldeen, Amerock Corp.; C. O. Hamilton, 
Hamilton Cosco, Inc.; E. J. O'Leary, Ruberoid Co., execu- 
tive committee; Paul C. Nicholson, Jr., Nicholson File Co.. 
vice-president; John Gibson, III, McKinney Mfg. Co., presi- 
dent; G. S. Case, Jr., Lamson & Sessions Co., executive 
committee; R. L. Waterman, Corning Glass Works, and Wm. 
H. North, Ferry Cap and Set Screw Co., vice-presidents: 
James C. McKay, McKay Co., executive committee: Stand- 
ing (from left): Melvin Campbell, Campbell Chain Co.. 
executive committee; John S. Tomajan, Washburn Co.., B. B. 
Wood, Wood Shovel & Tool Co., John C. Cairns, The 
Stanley Works; Adger S. Johnson, Union Carbide Corp., 
Harold F. Seymour, Columbian Vise & Mfg. Co., Herbert 
P. Ladds, National Screw & Mfg. Co., advisory board; W. G. 
Rector, True Temper Corp., executive committee: Robert 
G. Thompson, Lufkin Rule Co., Franz T. Stone, Columbus 
McKinnon Corp., advisory board; Stanley J. Roush, Atkins 
Saw Div., Borg-Warner Corp., W. A. Schrade, Clemson 
Bros., Inc., executive committee; Arthur L. Faubel, secre- 
tary-treasurer. 








“ .. Distribution cost accounting 
points out your problem areas... 
It should be a permanent source 
of management information as well 
as a permanent part of your 

accounting programs...’ 


9 


Three years ago this month, when Bill French was 
completing his term of office as president of our 
association, the problem of net profits by departments 
was first broached to this convention. Bill, himself, 
had done considerable work along this line and he 
has been a tower of strength in the evolution of this 
program over the last three years. 

As a result of this discussion some three years ago, 
John Stiles, as one of his first duties as the incoming 
president of our association, at that time set up a 
permanent committee under the able guidance of 
Howard Price, to further develop this program. This 
committee became known as the Committee On Cost 
of Distribution. 

Chairman Price, now President Price of our asso- 
ciation, had a dedication to a subject that you would 
find in few men. As a result of this dedication and 
drive on the part of the chairman, this committee 
began functioning at once exploring the various 
avenues to this important problem. 

In May of 1959 your association authorized Chair- 
man Price to proceed to develop a manual on Distri- 
bution Cost Accounting. David W. Rewick, resident 
partner of Ernst & Ernst, Los Angeles, was retained 
as a professional consultant in the preparation of the 
manual. The work was completed during the summer 
of 1959 and a year ago this convention saw and heard 
the presentation of the manual on Distribution Cost 
Analysis by Chairman Price and his committee. 

This brings us up to the fall of 1959, and it is now 
my pleasure to report progress that has been made 
over the last 12 months. 

You gentlemen saw fit to recognize leadership and 
ability by electing Howard Price as the president of 
the National Wholesale Hardware Association and I’m 
sure we all agree, from the way this convention has 
progressed, that Howard is giving real leadership to 
the wholesale hardware group. (Continued ) 
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Last October President Price 
asked me to assume the chairman- 
ship of the D.C.A. Committee. I 
agreed to this assignment only be- 
cause of the wonderful job that had 
been accomplished to that date and 
the dedication that I personally 
have that the real opportunity for 
better profits, we have as an indus- 
try, lies in the field of controlling 
expenses. 

Immediately following the con- 
vention last year, the D.C.A. man- 
uals have been distributed to date. 
and associate members of the asso- 
ciation. 

Two hundred and fifty-six man- 
uals have been distributed to date. 
One hundred fifty-one of our active 


members have purchased 198 
books. Twelve of our associate 
members have taken 14 manuals 
and 16 have been ordered by our 
affiliate, The National Association 
of Sheet-Metal Distributors. An- 
other 28 copies have been pur- 
chased by non-members. This gives 
us a total circulation to date of 
256 manuals. 

In March of this year your com- 
mittee authorized a survey to de- 
termine whether or not it would be 
advisable to conduct a seminar or 
clinic, either in May or September. 

This survey indicated at that 
time that 13 members had already 
installed D.C.A. in their own oper- 
ations. Eighteen more wholesalers 
indicated they were in the process 
of installing while 15 more indi- 
cated they would be installing 
D.C.A. during this year. This is 
a total of 46 as of last March that 
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had, were, or intended to install 
the program. 

From the March survey it was 
indicated that our seminar should 
be held in September to accommo- 
date more members. 

Your committee, therefore, set 
and held this seminar in Chicago 
on Sept. 8. Mr. Rewick was with 
us at the Chicago meeting to help 
and to give us professional guid- 
ance at the seminar. 

I am sure that it was as gratify- 
ing to President Price as it was to 
me to have 41 companies repre- 
sented by 59 individuals at this 
Chicago meeting. 


Program in two parts 

So the greatest benefits might be 
obtained, the group broke up into 
two sections for the morning ses- 
sion: those now collecting D.C.A. 
figures; those planning to instigate 
the program. 

Mr. Rewick took the second group 
and made a complete review of the 
D.C.A. manual with them. I am 
sure this served as a good intro- 
ductory program for these distrib- 
utors. Those now in the program 
spent the morning discussing prob- 
lems they have encountered in 
establishing D.C.A. accounting. 

Following luncheon, the entire 
afternoon was devoted to questions 
on procedures, uses to which the 
figures might be put, and a number 
of comments from those who have 
done appreciable work as to the 
value they could see in this D.C.A. 
program. 


How DCA can help you 

I believe from the comments on 
our seminar that much good came 
from the program and it was help- 
ful to those distributors attending 
to get a better grasp of the impor- 
tance of D.C.A. accounting to their 
own business. 

Where do we go from here? 

First, we are hopeful that we 
can help the majority of the mem- 
bers of this association to become 
part and party to this program. It 
can mean ever so much more to 
each of us individually, and collec- 
tively to all of us, to have 200 or 
more member firms participating 
in this activity. 

Secondly, we believe that some 
sound basis of reporting to national 





headquarters must be developed in 
order that we will make the find- 
ings more meaningful to all mem- 
bers. We are right now in the 
process of research in this part of 
the program. We have something 
in mind similar to the Overhead 
Expense Report that has been an 
association function for many 
years. You will hear more about 
this over the next few months. 

May I make several 
tions: 

(1) D.C.A. can be developed eco- 
nomically in all types of hardware 
distribution, large or small. 


observa- 


(2) D.C.A. is not predicated on 
elaborate and expensive accounting 
systems. You do not need punch 
card or electronic equipment to use 
this program. 

(3) D.C.A. is not the cure for 
the disease; it merely points out 
your problem areas. 

(4) D.C.A. should be a perma- 
nent source of management infor- 
mation and we should all think in 
terms of it being a permanent part 
of our accounting programs. 

(5) It will take some effort and 
dedication on the part of manage- 
ment to make it work. 


(6) D.C.A.’s_ greatest benefit 
will be to each distributor that 
adopts the program. Any benefits 
to the industry as a whole will be 
secondary to the benefits to each 
of using the manual. 

I would be remiss if I didn’t 
acknowledge the wonderful support 


we have had over the last three 
years from Tom Fernley and his 


staff. They were there at the birth 


of D.C.A. They have helped to 


guide it during its adolescence and 
I’m sure that we will continue to 
have their complete support as the 
D.C.A. program grows into ma- 
turity. 


How Cost Figures Help Profits 





“ .. Weare beginning a massive edu- 
cational and self-training program. 
Our buyers are interested in the net 
profits of their departments and are 
conscious of costs... .” 


A little over two years ago we 
began experimenting with our own 
system of cost accounting on a 
spot-check basis. 

After two or three checks we 
were convinced that we must have 
an adequate distribution cost ac- 
counting system because even our 
earliest and crudest figures indi- 
cated that some departments were 
making money while others were 
not. 

About this time, we learned of 
the manual being prepared for the 
wholesalers of hardware by the 
Committee on Cost Distribution, so 
we held up our own plans until the 
manual was published approxi- 
mately one year ago. 

Upon receipt of the manual, we 
went over it very carefully to see 


if the principles involved fit our 
operation and to determine, to our 
own satisfaction, that the system 
was sufficiently accurate to give us 
the results we desired. We were 
convinced that an excellent study 
had been made and the system was 
the one we wanted. We accepted 
the system with practically no va- 
riations even to the extent of using 
the suggested expense accounts 
code numbers. We began immedi- 
ately to prepare for installation of 
our system on Jan. 1, 1960. 

During the period we were pre- 
paring for installation of the cost 
accounting system we found a num- 
ber of ways to improve our effi- 
ciency. 

One of the first things that we 
did was to provide for securing 


by S. T. Exley 
President 


Harper & Reynolds Corp. 
Los Angeles, Calif. 


the various units of measurement 
that are necessary. One of these 
units of measurement is the use of 
warehouse space, and while we were 
trying to determine this space for 
each department, we found ways 
to improve the use of our space and 


HARDWARE AGE, November 3, 1960 © 85 





Atlantic City Convention 





our operation even though we have 
a modern one story warehouse and 
a very low cost warehouse opera- 
tion relative to reported national 
figures. 

While preparing for our pur- 
chase order lines and purchases by 
departments, we found that buyers 
responsibilities and work loads 


were unbalanced. Statistics on 
items and rapidity of movement 
showed an imbalance that we did 
not know existed. We found that 
some buyers were carrying too 
heavy a load while others had too 
little, with the resultant inefficiency 
that might be expected. 

After rebalancing buyers duties 
based on our new knoweldge, we 
finally reduced our buyers from 
five to four. 

We prepared for the coding of 
our line items by departments in 
our stock control. Here again, we 
found due to the new statistics we 
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were securing, that the true work 
loads were out of balance. After 
readjusting the duties, we were 
able to reduce our personnel from 
five and one-half to five people. 

Because of the information we 
had gained in our preliminary cost 
accounting studies, we chose to 
break our organization into seven 
departments. We did this with the 
idea that departments which were 
losing money should have our first 
attention while recognizing that 
there were undoubtedly items or 
lines in profitable departments that 
were not profitable. 


We isolate trouble spots 


It is our intention to further 
break down the unprofitable or 
marginal departments so that we 
can secure more detailed figures on 
costs. Our thinking here is that we 
can isolate those areas which prove 
to be most troublesome and still be 
able in the future to have compara- 
tive figures with those we are pres- 
ently securing. 

It is our expectation that we will 
probably end up with a 12 to 15 
department breakdown. 


Prior to our installation of the 
cost accounting system, we did not 
have a breakdown of our figures by 
departments. 


The cost of securing departmen- 
tal figures should not fairly be in- 
cluded as part of the cost of in- 
stalling cost accounting, yet this 
part of the procedure proved to be 
most costly as we had to add three 
additional people at an approximate 
cost of $12,000 per year, using 
strictly hand methods to secure our 
departmental distribution figures. 
After these figures were secured, 
we found the additional load of cost 
accounting was minor and could be 
absorbed without additional per- 
sonnel. 


We'll do it with machines 


We are now in the process of in- 
stalling billing machines which will 
improve the efficiency of our billing 
and automatically, as a by-product, 
give us our distributional figures 
by line item and dollar value by de- 
partments. 


Our survey indicates that we will 
be able to have our departmental 





Central States Hardware Club’s 1960 Banquet 
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ie 


he 
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The Shelburne Hotel's grand ballroom again overflowed with members and quests at the Oct. 16 meeting of the Cen- 
tral States Hardware Club. At the officer's table are, seated left to right: Dr. Arthur A. Faubel, secretary-treasurer, 
AHMA: Ralph E. Kirby, managing director and treasurer, Southern Wholesale Hardware Assn.; John F. Gallagher, 
Turnbuckles, Inc.; R. C. Neely, president, Southern Wholesale Hardware Assn.; R. Randy Osborn, Turnbuckles, Inc.; 


Ben Leve, secretary-treasurer; Clifford A. Mesler, Bayonne Bolt & Nut Corp.; John Gibson, Ill, president, AHMA; 
Ev. W. Swartwout, Minnesota Mining & Mfg. Co.: Howard W. Price, president, NWHA; James R. Mohr, American 
Steel & Wire Div., U. S. Steel Corp.: A. B. Lewis, president, NASMD. Standing, left to right: William F. Symonds, 
W. D. Allen Mfa. Co.: Howard S$. Mulholland, Behr-Manning Co.; Walter J. Morrison, G. F. Wright Steel & Wire 
Co.; Roger R. Miller, Arvey Corp.; Robert J. Donahue, Wabash Screen Door Co.; Gerald D. Fisher, Wickwire, Spen- 


cer Div., Colorado Fuel & Iron Corp.: Rol B. Plumb, Turnbuckles, Inc.: 


breakdown and cost accounting 
with no additional personnel over 
that which we had prior to install- 
ing the system and we will elimi- 
nate the increased costs that we 
presently have. 

From the figures which we have 
secured to date, we find that we 
have two departments that operate 
at a loss. One is on the border 
line. Four do a pretty good job 
for us. 

Our fastener, or threaded prod- 
ucts department, wavers from red 
to black but it appears that, by 
changing the emphasis on our sales, 
this department can be made profit- 
able. 

Our sporting goods department 
will probably be in the red nine 
months of the year primarily due 
to a local condition. In our area, 


fishing tackle is presently sold at 
approximately a 10 percent gross 
profit and it takes a higher line 
item value than we seem to be able 
to get to make this business profit- 
able. Our study indicates, how- 
ever, that this department can 
probably be brought into the black 
with some change in buying as 
well as changing our selling ap- 
proach. 

Our housewares department ap- 
pears at present to be almost hope- 
less. Here again, in our area, al- 
most any quantity of housewares 
is sold at the quantity price and, 
as a result, the low margin com- 
bined with the high handling costs 
of most housewares makes it ap- 
pear that the best we can do is to 
limit our losses. 

We feel that to date we are just 


and Dwight L. Myers, Swan Rubber Co. 


beginning to understand some of 
the factors that affect the profit- 
ability of a line or items and we 
know we have much to learn. We 
have learned, however, that. we 
must change our sales approach 
and our salesmen’s habits. 

We found that the average line 
item value of our dealer salesmen 
varied from $11.05 per line item 
down to $2.81 per line item. 

Our company average of $7.64 
and our break-even point on an 
average with 25 percent gross 
profit, is approximately $6.20 per 
line item. 

Obviously, talking averages is a 
dangerous procedure but it does 
demonstrate some of the problems 
that cost accounting brings to light. 

We found that one of our top 
dealer salesmen, as far as dollar 
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Officers of the National Association of Sheet Metal Distributors-1960 


Officers and some members of the executive committee and advisory board who directed the 1960 convention for 
the National Association. of Sheet Metal Distributors. 


sales were concerned, had an aver- 
age line item value on his orders 
of $3.75. While we once thought 
of him as our top man, we must 
now reconsider his value to us. 

In surveying some of our cus- 
tomer’s -purchases, we also found 
that they had bad habits and were 
purchasing in quantities unprofit- 
able to us. 

We found that we also had some 
bad buying habits and that we 
must put less emphasis on items 
that sell at a poor line item value 
and look for items that are more 
profitable. We had always been in- 
terested in items with a longer 
gross margin but find that this is 
only ‘part of the story, for only too 
often a line with a good gross mar- 
gin has very high handling costs. 
Many items with apparently an 
adequate gross margin are unprof- 
itable in the quantities which they 
are normally sold. 

As a result of the knowledge we 
have gained, we are beginning a 
massive educational and self-train- 
ing program. Our buyers are in- 
terested in the net profit of their 
departments and are conscious of 
costs which they never knew about 
or thought about previously. They 
have a completely. new approach 
when evaluating new or old lines. 

We also have a new. concept of 
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pricing items in our catalog de- 
partment. We have always fol- 
lowed, to some degree, the concept 
of pricing slow moving items at a 
longer margin where possible. We 
now find that this is not sufficient. 
We must take into consideration 
the customary practice of the sale 
of an item and, where the line item 
value is small, get a greater mar- 
gin where possible. 

We are beginning to re-educate 
our salesmen as to how to secure a 
profitable order. Right here let me 
point out that our salesmen are 
good men, and we think, well above 
average. Some of them have un- 
profitable habits, it is true, but you 
can hardly expect a salesman to 
know more about your business 
than you do and, until we installed 
cost accounting, we did not know 
that some of our practices were 
unprofitable. 

As an example, in our area, a 
salesman may call on a dealer one, 
two or four times a month, depend- 
ing on what interval is required to 
service him properly. 

We found in some instances the 
salesman was checking the dealer’s 


threaded products stock every time 


he called with the result that he 
took an order for a gross here or 
a gross there with a very low line 
item value. By the very simple pro- 


cedure of checking less often, we 
found that the line item value could 
be almost doubled, there was less 
time spent, the dealer’s costs were 
reduced and his inventory position 
in no way jeopardized. 

Our salesmen will check many 
items of an average dealer less 
often so that when he does take 
the order, it will have a greater 
line item value and be profitable. 

In some instances, our salesmen 
must instruct the buyer as to our 
problem and secure his cooperation 
in changing his buying habits. 

Turnover is without any question 
important to the dealer and to us 
but shorts are equally serious and 
ordering more than 12 times a 
year is unprofitable to all concerned. 

We are even planning to change 
our sales compensation plan. For 
many years we have had a system 
which was the equivalent of paying 
a salesman on gross profit, but we 
find that this system does not nec- 
essarily pay a salesman for profit- 
able business nor does it create 
any incentive for securing truly 
profitable sales. We are developing 
a sales compensation plan whereby 
a salesman will be paid based on 
the profitability of the line item 
and the average line item profit of 
a sale. | 

We have set up a chart to guide 





our bidding department, again 
based on the line item value, with 
a minimum line below which we do 
not want business, because it will 
not even contribute to overhead; 
another line indicates our break- 
even point and a third is called our 
desired profit line. By the use of 
this chart, our bidding department 
will vary the mark-up on different 
items to that, as nearly as possible, 
each line item will be profitable 
based on the quantity requested. 
The real value of our cost ac- 
counting system will be more appar- 
ent when we begin to have compara- 
tive figures. As of now, we have a 
much better knowledge of our busi- 
ness but many of our changes will 
be slow because the really important 
changes are based on education. 
We have reduced some of our 


costs in our purchasing, stock con- 
trol and warehousing departments 
and have discovered a couple of 
other areas where we think we can 
reduce costs as a result of the 
knowledge gained. 

We have also improved a few 
of our customers’ buying habits. 
We hope that we are changing some 
of our selling habits but here it is 
too soon to make a judgment. 

We find that manufacturers are 
interested and, in some instances, 
willing to listen when we have cost 
figures that indicate their lines are 
not too profitable. Somewhere along 
the line, we must convince our com- 
petition that they should study 
their own businesses, for only in 
this way will poor and costly busi- 
ness practices be changed. 

I wish that by some miracle my 
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remarks could influence all of you 
to establish a cost accounting sys- 
tem in your own organization, 
preferably one patterned after 
D.C.A. I am sure that the infor- 
mation developed will both amaze 
and shock you. I am also convinced 
that many present business prac- 
tices would change. I foresee Dis- 
tribution Cost Accounting as the 
important tool that, if generally ac- 
cepted, will be the means of restor- 
ing adequate profits in the whole- 
sale hardware industry. 


50 Years Young and Growing 





by A. B. Lewis 

President 

National Assn. of Sheet Metal 
Distributors 


The metal branch or department 
of the national association was first 
recognized at the convention held 
in October, 1910, in Atlantic City. 

It was set up as one of a great 
many committees of the association 


under the heading “Metal Com- 
mittee” and was chairmaned by 
J. A. McKee of the Merchants & 
Evans Co., Philadelphia. Accord- 
ing to Tom Fernley this name 
“Metal Committee” prevailed until 
the days of NRA. 

The problems confronting the 
members, then called jobbers, of 
our association 50 years ago were 
no different than those we face 
today. 

I have noted some of the subjects 
and topics that were brought up 
before the group in 1910: 

(1) Cost of doing business had 
increased during 1910 and averaged 
15.47 percent. Those manufactur- 
ers (50 years ago) who were sell- 
ing direct to the dealers were find- 
ing it much more costly than sell- 
ing through a jobber. 

(2) The jobbers of that period 
were in favor of resale prices being 
established by the manufacturer 
for both the jobbers and the re- 
tailer. 

(3) Cooperative buying by a few 
retailers was being tried. 


(4) Mail order houses and cata- 
log houses were topics of discus- 
sion. 

(5) The association was opposed 
to the parcel post bill. 

(6) Cash discount terms were 
60 days net, with a discount of 2 
percent for cash in 10 days. Terms 
today are much less consistent. 

(7) In 1910 many manufactur- 
ers were selling direct to the re- 
tailer and in some cases going di- 
rect to the consumer. At the same 
time manufacturers extended credit 
to the retailers way beyond the 
amount extended by the jobbers, 
who often had to limit credit to 
$100 to many of their accounts. 

We are still worrying about this 
threat to our business, but imagine 
keeping worries down to a $100 
credit limit. 

Cooperation between the manu- 
facturer, the wholesaler and the 
retailer and how to achieve it was 
a question of the day in 1910 and 
is still a question in 1960. 

True, we have bigger ware- 
houses, more automation, IBM sys- 
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tems to do our accounting and bill- 
ing. Have we solved old problems 
and taken on new ones, or, are we 
wrestling with the same problems 
in bigger terms? 

There are those who have pre- 
dicted extinction for the distribu- 
tor as we know him today. 

Progress in transportation and 
communication, together with over- 
production have had an effect on 
the wholesale business. Market re- 
ports and credit ratings are as 
close as the telephone. 

Some of these changes have en- 
abled the manufacturer to by-pass 


the distributor and sell direct to the 
retailer. If such a sales policy by 
manufacturers persists it will make 
it imperative for the recognized 
functional wholesaler to look to the 
retailer’s market, that is contrac- 
tors, home builders and other con- 
sumers, for a market. If we can 
continue to render a service that 
is of advantage to the manufac- 
turer and the dealer our position 
will be assured. 

What are some of the factors 
that may help bring this to pass? 

First of all we must go to the 
market place and find what is 
needed. Supplying what is needed, 
where it is needed and when it is 
needed is a job for the distributor. 
This requires both promotion and 
selling functions. 

A second factor is education. 
Our business will have to meet 


some education standards in order 
to keep up with the economic pat- 
tern. The wholesaler will need to 
employ men schooled in economics. 
In addition, he will have to pro- 
vide in-service training in order to 
upgrade their efficiency and meet 
the demands of a highly competi- 
tive market. 

A third item might be more 
efficient warehousing. Modern de- 
sign and automation increase the 
service that can be rendered. 

Perhaps it is not old-fashioned 
dedication we need—not the man 
who labors long and _ tirelessly 
and perhaps thoughtlessly; but, 
rather, a new streamlined dedica- 
tion in tune with the times. A 
dedication which means loyalty, 
sincerity, a deep personal interest 
in the job, in the service we can 
give and in the people we can serve. 


Equal Taxation Is A Must 





by H. L. Thompson, Jr. 
Chairman Committee on 
Equal Taxation 

and 

President 

The Bostwick-Braun Co. 
Toledo, Ohio 
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‘ 


*,... We speak of America as a land of 


equal opportunity. How can there be 


equality when we have one firm paying 


full taxes and a competing firm paying 


little or no federal corporate tax? .. .” 


Since I talked to you a year ago 
the co-ops within the hardware in- 
dustry have continued to grow. 

Why? 

Everyone of you recognizes the 
continuing need for more working 
capital in your business in order 
to succeed and grow. Wouldn’t you 
like to take the entire sum that 
you have paid out in federal taxes 
over the past 10 years, and add this 
to your working capital? 

This is exactly what your compe- 
tition, the wholesaler cooperative, 
has been doing. 

Due to the present unfair tax 
laws they are thus able to expand 


and grow. The rest of us are re- 
stricted in our accumulation of 
capital due to the heavy taxes which 
we must pay. 

In other industries we have seen 
many a full-taxpaying business sell 
out to their cooperative competi- 
tion. 

In most cases where this has 
happened the price that the co-op is 
willing to pay is much greater than 
could be offered by any full-tax- 
paying business. This is possible 
because they know that they can 
pay the purchase price over a pe- 
riod of time out of the tax savings 
that they will retain. 





Have you ever thought of selling 
your business? If you have, you 
should certainly investigate the pos- 
sibilities of a co-op purchaser. 

Some of you may ask why I am 
so vitally concerned about this par- 
ticular issue. 

Let’s look at a map of the United 
States showing the areas where the 
larger co-op wholesalers are most 
active. 

Although these legal leeches are 
scattered in various areas of the 
country, you will notice the heavy 
concentration in the Great Lakes 
region. Toledo, Ohio, is located at 
che western end of Lake Erie and 
our company sells in the radius of 
approximately 250 to 300 miles 
from Toledo. 


Five compete with us 


Within our area you will note 
that of all the co-ops listed we have 
five of them competing with us. 

The one advantage of such an 
overlapping in the area is that when 
the co-ops compete with themselves, 
they do a beautiful job of bringing 
out the weak points of each other. 

Nevertheless in this same gen- 
eral Middle West-Great Lakes area 
there have been quite a number of 
the large full-functioning whole- 
salers who have either discontinued 
their business, or have sold out to 
other companies. 

In fact, within the last vear it 
has been a sincere blow to us to see 
one of our good competitors in De- 
troit change hands. 

Those of you who are at present 
in areas where no co-op competition 
exists certainly should not feel 
over-confident. The spread of these 
leeches will continue as long as 
present tax laws exist. 


What happened to food 


Although we have our own prob- 
lems in the hardware distributive 
field, in the grocery field we have 
a more clear-cut case as to what 
has happened when retailer-owned 
cooperative wholesalers take over. 

We do not have accurate data on 
the operation of the cooperative 
wholesalers in the hardware field. 
However, sufficient figures are 
available in the wholesale grocery 
field to demonstrate the ability of 
this type of organization to destroy 
its competition. 


What has happened in the whole- 
sale grocery field could very easily 
happen in the wholesale hardware 
field. Therefore, an inspection of 
the data on co-op grocery whole- 
salers should be of vital interest 
to all of us. 

The Department of Commerce, 
when it testified before the House 
Ways and Means Committee in 
February urging the effective taxa- 
tion of cooperatives, pointed out 
that while members of the general- 
line grocery wholesale group were 
shrinking from 1939 to 1954, the 
number of retailer-owned coopera- 
tive food wholesalers’ increased 
from 136 to 193, a 42 percent in- 
crease. 

Voluntary group wholesalers de- 
creased in number from 638 to 574, 
off 10 percent. General-line whole- 
salers contracted even more per- 
centage-wise and in number. 


What is more startling, the Com- 
merce Department reported that an 
unpublished survey covering ap- 
proximately 32,000 grocery co-op 
retailers in 1958 showed that more 
than 14,000 of these, or 44 percent, 
came into the fold within the last 
six years. The impact of this in- 
crease upon general-line wholesale 
groceries is not difficult to visualize. 

Estimates prepared from the 
Department of Commerce indicate 
the cooperative’s share of all busi- 
ness of grocery wholesalers ad- 
vanced from 7 percent in 1939 to 
10.2 percent in 1948 to 23.0 per- 
cent in 1958. 

At the same time the share of 
business carried on by general-line 
grocery wholesalers dropped from 
62.9 percent in 1939 to 61.2 percent 
in 1948, to 40 percent in 1958. 

Voluntary group wholesalers ac- 
counted for the remainder, rising 
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from 30.1 percent in 1939 to 37 per- 
cent in 1958. 

In all fairness, it must be ob- 
served that it is impossible to at- 
tribute all of this growth in co-op 
activities at the expense of indi- 
vidual enterprise to the advantages 
of the co-op tax privileges, but it 
can be fairly assumed that tax 
privileges played an important part 
and will play a bigger part in the 
future. 

The necessity for remedial leg- 
islation can be easily recognized 
when the present rate of growth is 
projected for the next decade. 

Such a projection shows the co- 
operative segment transacting 51.8 
percent of all wholesale grocery 
business by 1968. 

All of this growth will be at the 
expense of general-line wholesalers. 
Voluntary groups will continue 
prospering but they will become the 
victims of tax-favoritism when the 
general-line wholesalers have dis- 
appeared. 


AHMA Officers For 


Now, let us return to our own 
field of hardware distribution and 
look at the figures that we do have 
available. 

Unofficial data gathered by the 
National Tax Equality Association 
indicates that in the year 1954, 12 
retailer - owned cooperative hard- 
ware wholesalers transacted ap- 
proximately $47,000,000 in busi- 
ness. This represented about 2.8 
percent of the total volume done by 
hardware wholesalers. 

By 1958 the sales of co-ops are 
estimated to have totaled approxi- 
mately $104,000,000 or 5.3 percent 
of the total volume. This change in 
a short four-year period represents 
an increase of 100 percent. 

How many of you can look at 
your figures and observe a 100 per- 
cent increase in your business in 
this period? 

Comparing our figures with those 
of the grocery field, it might indi- 
cate that the hardware cooperative 
wholesalers are just on the thresh- 
old of their development. Their 
position today parallels that of the 
food co-op wholesalers in ’39. Until 
such time as the present unfair tax 
advantage is removed we certainly 


The Coming Year 


Newly elected officers and executive committee of AHMA, elected Oct. 18 
at Atlantic City, from left: C. C. March, Minnesota Mining & Mfg. Co., and 
Leo J. Pantas, Yale & Towne Mfg. Co., executive committee; E. J. O'Leary, 
Ruberoid Co., vice-president; Paul C. Nicholson, Jr., Nicholson File Co., 
president; R. L. Waterman, Corning Glass Works, and Wm. H. North, Ferry 
Cap and Set Screw Co., vice-presidents; G. S. Case, Jr., Lamson & Sessions 
Co., and B. E. Bostwick, J. Wiss & Sons Co., executive committee. 


92 © HARDWARE AGE, November 3, 1960 


can expect their business to con- 
tinue to expand. I would hate to 
think that they can continue their 
present rate of increase of doubling 
their volume every four years. 

At this point I should like to 
reiterate again that I am not criti- 
cizing anyone. My comments are 
not directed against individuals, 
but rather against unjust tax laws. 

We speak of America as a land 
of equal opportunity for all. Just 
how can there be equality when we 
have one firm paying full taxes and 
we have another competing firm 
paying little or no federal corporate 
taxes? 


They observe the law 


Although I have described these 
tax-free cooperative corporations as 
legal leeches in our economy, I 
wish to state that they are not 
doing anything improper or ques- 
tionable in any LEGAL WAY. They 
are simply observing the tax law 
as it now exists. 

All of us want to take advantage 
of any legal opportunity to reduce 
our tax burden. This is what the 
managers of the co-ops are doing 
and with it I have no quarrel. 

But what I and thousands of 
other businessmen want to correct 
is the inequity in these tax laws. 

Oftentimes the managers of co- 
ops make the statement that if they 
had to pay the same taxes as the 
rest of us they would be forced out 
of business. 


No profits; no future 
That is utterly ridiculous. 


A number of the co-ops that are 
in existence are well-run organiza- 
tions and I am sure would continue 
in business. Yet at the same time, 
with proper laws, they would be 
carrying their fair share of the 
tax burden. 


If a business cannot afford to pay 
its share of taxes, then it must be 
inefficient and should go out of 
business. 

The other statement that is often 
made is that co-ops don’t have prof- 
its and therefore there is nothing 
to be taxed. 

Now, that statement is a play on 
words. 


It represents a bookkeeping exer- 
cise that does not alter the fact that 
a firm must have income (namely 





profits) to stay in business. 


Where do we stand today in our 
efforts to bring about this equality 
of taxation? 


Since our convention a year ago 
I have had the opportunity, along 
with our Secretary Bruce Wall, to 
appear before the House Ways and 
Means Committee and present our 
side of the question. The reception 
that we had was most gratifying 
and I sincerely believe that the 
large majority of the Ways and 
Means Committee understand the 
present injustices. 


In July of this year I had the 
opportunity of speaking before the 
Annual Congress of the National 
Retail Hardware Association, and 
again, even though there were a 
number of co-op managers in the 
audience, the reception was most 
gratifying. 

During the past year I have en- 
joyed corresponding with a number 
of you who have had questions 
about this program. If any of you 
have any questions please do not 
hesitate to write. I welcome hear- 
ing from you and will do my best 
to answer any point that may come 
up. 

Although no bill was reported to 
the floor of congress by the Ways 
and Means Committee, I feel that 


the contacts that we have in Wash- 
ington have been greatly strength- 
ened and that our chances in the 
coming year are better than they 
have been for some time. 

Lets face it! 

This is not a question of right 
and wrong, but a question of poli- 
tics and maybe I was over optimis- 
tic in ever thinking that such a 
political question could be passed 
in an election year. 

The managers of the co-ops have 
a very strong lobby and they are 
doing everything in their power to 
keep the question from coming to 
the floor of congress; they know 
that once this happens their tax- 
free advantage will soon disappear. 

The federal budget certainly can- 
not be decreased with the an- 
nounced plans of both presidential 
candidates. In order to balance the 
budget both parties will have to 
develop additional sources of reve- 
nue. 

Where will this extra money come 
from? 

I certainly haven’t heard either 
of the candidates running on the 
platform of increasing income 
taxes. I sincerely believe that either 
one of them when shown an equal- 
izing of taxes that will produce an 
extra half billion doliars, will be 
most interested. 


Although at times work on a 
problem such as this may seem 
somewhat discouraging, it is most 
gratifying to occasionally receive 
letters from some of our good man- 
ufacturing friends indicating their 
whole-hearted support. 


Your continued support and the 
help that we receive from manufac- 
turers is absolutely vital if we are 
going to carry this fight through 
to completion. 

The National Tax Equality As- 
sociation is set up to do the job for 
us. 

Cliff Palmquist and I can’t spend 
all of our time in Washington and 
we need a representative on hand 
24 hours a day, 365 days a year. 

I am positive of one thing—that 
if we had not continued the strong 
efforts that we have through the 
National Tax Equality Association, 
the expansion of the co-ops today in 
our line of endeavor would have 
been much greater than they have 
already been. 

Thus I say, your contributions 
have gone a long way toward keep- 
ing the cooperative movement in 
check, and it is my sincere hope 
and belief that your continued con- 
tributions will aid greatly in even- 
tually bringing about fair tax laws 
putting us all on an equal basis. 
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How to Make Buying Easier 





by R. C. Neely, Jr. 

Committee on Simplified Unit 
Pricing and Decimal Packaging 
and 

President 

Amarillo Hardware Co. 
Amarillo, Texas 


Your Committee on Simplified 
Unit Pricing and Decimal Packag- 
ing has been quite active this year. 
Among other work, we conducted 


several surveys with the member- 
ship. 

Your association office had 194 
members of this association par- 
ticipate in this survey. The first 
question asked was “what is the 
size of your present purchase 
order form?” 

The response: 145 advised they 
used 8% x 11 in. purchase order 
forms, seven used 8% x 8% in. 
forms, five used 8142 x 7 in. forms. 
We also had some members that 
used purchase order forms that 
were over 11 in. 

The next question asked on the 
survey was “what size purchase 
order forms would you suggest as 
standard for all hardware whole- 
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salers?’”’ The answer to this ques- 
tion: 154 members favored the 8% 
x 11 in. size. A number of other 
miscellaneous sizes were mentioned. 

The third question was “would 
you be willing to follow a standard, 
in the event your particular size is 
not adopted?” The response: 148 
members indicated they would be 
willing to follow a standard; 24 
members indicated they would not 
be willing to follow a _ standard. 
Thirteen indicated they would like 
to consider the results, and in- 
dicated they would follow if the 
size selected was reasonably close 
to 8% x 11 in. 

The membership of this associa- 
tion voted overwhelmingly to adopt 
as a standard au 8% x 11 in. pur- 
chase order form. 

The next questions concerned in- 
voice forms used by manufacturers. 
The first question: “what size in- 
voice form would you like to see 


the manufacturers 
standard ?” 

The response: 153 members 
urged the use of an 8% x 11 in. 
form, seven would like to see 8% x 
81% in. invoice forms, four favor an 
814 x 10 in. form 

The next question: “would you 
favor the association advocating 
that manufacturers clearly describe 
the merchandise covered by their 
invoices?” There was an _ over- 
whelming reply: 189 members fa- 
vored advocating the manufactur- 
ers clearly describe the merchan- 
dise covered by invoices. 

Another question was “would 
you favor our association advocat- 
ing that the manufacturers include 
all of the items which are shipped 
in one carton or shipment on the 
least number of invoices, prefer- 
ably on one invoice?” 

The membership expressed them- 
selves by 177 voting that they 
would advocate manufacturers in- 
cluding all of the items which are 
shipped in one carton or shipment 
on the least possible number of in- 
voices, preferably on one invoice. 


adopt as a 


Five members voted against this 
question. 

In this survey, several of the 
members sent copies of invoices 
showing the various sizes, and fur- 
ther commenting on the manner in 
which some manufacturers show 
such information as discount terms, 
cash terms, delivery, purchase or- 
der number, etc. There appears to 
be no uniformity on manufactur- 
ers’ invoices showing all of this in- 
formation. 

Other comments which we re- 
ceived from members have been 
that they urge manufacturers to 
prepay shipments rather than al- 
lowing full freight on the face of 
the invoice. 

Another source of great concern 
among the members seem to be, 
particularly with the manufactur- 
ers using electronic equipment, that 
a full and adequate description of 
the merchandise is not shown on 
the face of the invoice. Some mem- 
bers feel quite strongly that a com- 
plete description of each item that 
they purchase should be shown on 
the face of the invoice. 


New Sheet Metal Distributor Officials 


‘- 
a 


Newly elected officers and committee members of NASMD. Seated, left to right: A. M. Vorys, Vorys Bros., Inc., advisory 
board: Noel E. Girard, Girard Steel Supply Co., vice-president; Robert W. Mason, Marathon Equipment & Supply Ltd.. 
president; A. B. Lewis, Palmer-Donavin Mfg Co., retiring president and advisory board; Orin J. Lockwood, Jr., Bing- 
hamton Hardware Co., vice-president; Lee J. Haines, Souther Steel & Aluminum Co., advisory board. Standing, lett 
to right: W. O. Schoedinger, F. O. Schoedinger, Inc., executive committee; Thomas A. Fernley, Jr., executive secretary; 
James F. Klein, Kinsner Supply Co., executive committee; A. M. Roberson, C. M. McClung & Co., executive commit- 
tee; Conner Clapp, Conner Mfg. Co., executive committee: R. K. Becker, Ohio Valley Hardware Co., Inc., advisory 
board: Norman Herr, Bayonne Steel Products Co., executive committee; R. Bruce Wall, secretary. 
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Some members would like to re- 
quire the manufacturers to mark 
cartons clearly, with cartons num- 
bered and the invoice to show in 
which carton each item on the in- 
voice was packed. 

Other members seem particularly 
annoyed with the use of tissue 
paper type of invoices which read- 
ily tear, particularly when they 
come stapled together from the 
manufacturer. 

Members find that some manu- 
facturers using electronic equip- 
ment show the total at the very 
bottom of the sheet at the lower 
right hand corner. This does not 
allow room for the member to fig- 
ure and deduct cash discount, 
freight allowances and other deduc- 
tions. 

If you have strong feelings con- 
cerning the adoption of more uni- 
form size of manufacturers’ in- 
voices and a preference as to the lo- 


cation of the pertinent informa- 
tion, I urge you to let your feelings 
be known to the association office. 
If there is sufficient interest, I feel 
certain that the executive commit- 
tee of your association will take 
some appropriate action. 

Another questionnaire was 
mailed from the association office 
to the membership concerning the 
pricing of ammunition by the box, 
rather than the pricing by the 1000 
pieces or rounds. 

It is the feeling of this commit- 
tee that ammunition should be 
priced by the box, which would 
eliminate the need of knowing 
whether the box contained 20 
rounds, 25 rounds, or 50 rounds. 

Also, this commitee feels that the 
list and discount prices should be 
reduced to a net figure as far as the 
distributor and dealer prices were 
concerned. 

[The question of pricing ammu- 


nition by the box vs. pricing by 
larger quantities, became a ques- 
tion for open debate on the floor. 
Members of NWHA and AHMA 
guests voiced opinions that seemed 
to favor, overwhelmingly, the idea 
of “each” pricing. The advantages 
of simpler billing, accounting, and 
inventory checking were cited. It 
was pointed out that a change to 
unit pricing by the box would be a 
simple matter for manufacturers. 
Several manufacturers present 
agreed that they would be happy to 
go along with such a change, should 
it be the wish of NWHA. Presi- 
dent Price called for a motion that 
NWHA go on record requesting 
ammunition manufacturers to 
change billing figures from thou- 
sand to box prices. The question 
put to the convention received a 
hand vote of approximately 100 to 
1 in favor of the resolution. NWHA 
will make a follow-up report on this 
subject to its members. | 


C-S-D: 





by W. E. Smith 

Chairman 

NWHA Committee on 
Catalogs 

and 

President 

Oklahoma Hardware Co. 
Oklahoma City, Okla. 


Last year a significant contribu- 
tion was made in this field when 
Dick Becker, chairman of the cata- 
log committee, presented to the 
convention a plan that had previ- 
ously been submitted to, and re- 
ceived the endorsement, of your 
executive committee. 

This program, known as the 
“C-S-D” Catalog Service Plan, was 
developed with the cooperation of 
North American Press, hardware 
catalog specialist, and was launched 
the first of this year. 

Considerable progress has been 
made during the eight months 
since the C-S-D Plan was an- 
nounced: 

108 wholesalers are participat- 
ing. 

160 manufacturers have partici- 
pated. 

1561 separate catalog 
were sent to wholesalers. 

59000 manufacturers have _ re- 
ceived brochures, letters and other 


listings 


An Investment 


literature about the plan—each at 
least three times. 

Over 100 manufacturers have 
been contacted personally by C-S-D 
representatives. 

Over 10,000 brochures have been 
printed and distributed, including 
2000 special sporting goods fold- 
ers. 

Over 20,000 sets of request 
forms have been prepared and fur- 
nished to wholesalers for contact- 
ing manufacturers. 

Supported by all member whole- 
salers who are equipped to do their 
own catalog work, and backed up 
by our manufacturing suppliers, 
our cataloging costs would be 
drastically reduced. 

This program is for both whole- 
salers and manufacturers—large 
and small—to give them equal as- 
sistance in solving the problem of 
catalog production. Both need the 
service of C-S-D. 

If the program is not patterned 
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to all needs, it can be quickly ad- 
justed to the demands of modern 
merchandising. If it is to be suc- 
cessful we must have your help and 
cooperation. | 

This is the first catalog plan to 
ever win the complete approval of 
both the National and Southern 
Wholesale Hardware Assns. Speak- 
ing frankly, I feel that the cost of 
the service will prove, not to be an 
expense, but one of the best invest- 
ments you’ve ever made. 

The purpose of C-S-D is: 

First, to furnish wholesalers 
with accurately compiled, expertly 
condensed, clearly printed catalog 


reproduction proofs, of exactly the 
type the distributors want. 

Second, to round out the whole- 
salers’ modern method of making 
catalog changes by furnishing ma- 
terial ready for immediate offset 
reproduction. 

Third, speed of operation for 
merchandise, to enable manufac- 
turers to get the listings quickly to 
the wholesaler, in useable form. 

Fourth, to offer a service to the 
manufacturer—large or small— 
that is economically sound, reliev- 
ing him of the time consuming job 
of layout, compiling, and distribu- 
tion. 


Fifth, provide a central clearing 
house of professional catalog peo- 
ple, for the catalog problems of 
both manufacturers, and wholesal- 
ers. 

Sixth, by the sheer power of 
numbers and standardization, to 
eventually reduce the costs of 
catalogs to both manufacturers and 
wholesalers. 

Your catalog committee believes 
sincerely that the C-S-D system is 
proving itself to be good, but its 
adequacy will be far greater, only 
as more wholesalers and manufac- 
turers accept it, and we have more 
complete participation. 


Activities of the Association 





by Thomas A. Fernley, Jr. 
Managing Director 
NWHA 


A report on the business outlook 
based on various polls shows this 
sales picture at the wholesaler level: 

Outlook for last half of 1960, 
against last half of 1959, sales 
down 4 percent. 

Entire year, 
3.5 percent. 

Estimate, first half of 1961, 
sales up .5 percent. 

Accounts receivable as of the 
end of September, in calendar days, 


1960, sales down 
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were 1959, 49.5 days; 1960, 51.6 
days. 

Wholesaling is a basic, sound 
and necessary function which, with 
attention, can produce a satisfac- 
tory return. 


In these changing times, much 
effort and thought is being given 
to those steps which can be taken 
to accomplish this. 


Your association has endeavored 
to be of the greatest possible as- 
sistance to all members in this 
respect and it is felt that the di- 
rection of our activities is properly 
aimed at those problems which are 
paramount. We are most fortunate 
in having many dedicated members 
who are working diligently for the 
good of the industry. 


The very complete presentation 
of the Distribution Cost Account- 
ing Manual which was developed 
under the chairmanship of Howard 
W. Price of our committee on the 
cost of distribution aroused the 
interest of a great number of our 
members. Sales have been 250 
copies at $20 for the first copy and 
$10 for each additional one up to 
four. 


One hundred fifty-five members 
participated in the final Overhead 


Expense Report covering 1959. One 
hundred and twenty-six contributed 
to the preliminary report which 
was issued in June. 

The net profit after taxes in the 
final report was 1.41 percent, an 
increase of .07 percent over the 
average in the preliminary and .2 
percent better than the 1958 re- 
sults. 

On a number of occasions during 
the past year we have urged mem- 
bers to send news releases about 
happenings in their own company, 
sales meetings, shows, etc., to the 
trade press. With competing types 
of business receiving much pub- 
licity, members should make use 
of the columns of the trade papers 
to tell about developments within 
their organizations. 

Our annual business conditions 
report comparing 1959 with 1958 
showed that the volume of 170 
members had advanced 10 percent 
while dollar gross margin was up 
7 percent and dollar overhead 
expenses up 6 percent. 

Inventory at the close of the 
year was 10 percent over the close 
of the previous year while on the 
same dates accounts receivable as 
well as outstanding orders with 
manufacturers were up 6 percent. 
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How to Cut Warehouse Costs 





by Allston Vander Horst 
Partner 


Wm. H. Cole & Sons 
Baltimore, Md. 


The giants of industry are bend- 
ing every effort to reduce their op- 
erating costs. We independent 
wholesale hardware distributors 
must follow the same line of attack. 

Fire destroyed a third of our 
warehouse. High pressure fire hose 
washed away our entire inventory. 
Our records were not damaged. 

Moving from a downtown five- 
story warehouse to a one-story op- 
eration in the county is a big 
change. It requires considerable 
planning. 

First you must think and plan in 
cube. You must consider: 

(1) Width. 

(2) Depth. 

(3) Height. 

The greatest of these is height. 

One of the recent designs for 
achieving height is the tier-rack. It 
is an ingenious device of two pieces 
of metal tubing in the shape of a U 
which attaches to the pallet to form 
a rigid frame on which another 
pallet may be super-imposed. This 
permits you to pile to the rafters. 

Shelf area must be used economi- 
cally. 

Our shelf area consists of steel 


shelving in 12, 18, 24 in. depths. 
Here are stocked the thousands of 
items that lend themselves to stor- 
age in such a fashion. 

Bin areas serve a special pur- 
pose. 

Our bin area consists of ell (L) 
angle irons bolted together on tee 
(T) shape uprights, spaced on 8 
ft aisles. Pallets are placed on this 
frame work, or plywood is fitted 
into the ell, forming a large bin. 
The very top of the steel frame is 
used for over-stock. 

Fully loaded pallets can be 
brought down from _ overstock, 
placed in the bin, or the empty 
pallet may be removed from the bin 
and the full pallet inserted. 

Flow can be controlled. 

Seasonal merchandise must be 
stored close by. Example: At this 
time of year the sale of electric 
fans, screens and screen doors, and 
charcoal briquets is over, so they 
should be moved to the far end of 
the warehouse. 

In the area left vacant you now 
place filters, stove pipe, elbows and 
electric heaters. 


AHMA Forty-Under Club meets 


2) s ae 


A record turnout of some 80 members of AHMA's Forty and Under Club came 


Two vehicles greatly facilitate 
the flow of merchandise: 

(1) Finger lift trucks. 

The unique feature of the finger 
lift truck is that it can be maneu- 
vered in a small area, less than 8 
ft. It is electric. It is charged each 
night to go the next morning. It 
has a “dead man” break. Lift your 
foot and the finger lift stops. 

(2) Stock picker hand truck. 

The three shelf aluminum stock 
picker hand truck, with large 
swivel wheels in rear, is very easy 
to handle even when heavily loaded. 

A lockdown ladder at the back 
permits the order worker to reach 
the top of the stock shelf with ease. 
When you step on the ladder the 
rubber feet rest solidly on the floor, 
locking truck and ladder to the floor 
as a unit. 

Three years later let’s review the 
results. Is there a profit from fire 
loss? Have we made any progress? 
Are there tangible improvements 
that can be tabulated? 

The answer is yes! 

Incoming shipments can be 
handled in half the time. Some 
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to breakfast, Oct. 17, at Atlantic City. This group, formed three years ago, 
heard a detailed report on the gravity of the import situation by Dave Roscoe 
(right of lectern), sales manager of Bethlehem Steel Corp. 
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bulk merchandise can be unloaded 
and put in stock in one-third of the 
time. 

We now unload a trailer truck of 
ladders and put it in stock in less 
than four hours with three men. 
What is more important, we have 
no breakage. 

We now unload and place in stock 
a trailer of nails in less than three 
hours. 

The order pullers can complete a 
batch of orders in 15-20 percent 
less time. The entire stock is laid 
out in better sequence. 

The layout area is three times as 
large as in the old warehouse. We 
can load three of our trucks simul- 
taneously and still have the receiv- 
ing crew unloading trailers. 

Bulky goods such as hardware 
cloth, poultry netting, heaters, and 
lard cans are assembled in a stor- 
age area and loaded with the pack- 
aged items as they are put on our 
delivery truck. 

We are located on a main high- 
way. We are adjacent to the 
famous Baltimore vehicular tunnel 
as well as the new beltway around 
the city. Therefore, our delivery 
costs are less. We park the trucks 
on our own lot, eliminating garage 
expenses. 

Fortunately, at present the 
county taxes are less than city 
taxes. 

In our new warehouse we have 
reduced operating costs by: 

(1) Using cubic space. 

(2) Employing better methods 

for fast order picking. 


Younger members of NWHA and NASMD gathered for a joint breakfast 
on Oct. 17 at the Hotel Dennis. 
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Rotating seasonal merchan- 
dise for rapid flow. 
Creating a better floor lay- 
out for assembly of goods. 
Building on the perimeter of 
city beyond snarled traffic. 
Arousing the interest and 
stimulating the loyalty of 
our working force. 


by Donald E. Firor 
Vice-president 

Fries, Beall & Sharp Co. 
Springfield, Va. 


After nearly three years of 
planning and hard work, on June 
3, 1959, Fries, Beall & Sharp Co. 
completed the move to its new 
building. It was not long before 
we realized that we had a new job 
to do. We had to de-bug this oper- 
ation. 

We expected a certain amount 
of confusion because of the new- 
ness of the operation. What we did 


> j 


not expect was that procedures 
learned from 55 years of experience 
would no longer seem valid. Using 
“management control” as _ our 
guide, we began the new phase of 
our work. 

Today, 15 months later, although 
we certainly have not solved all our 
problems, we are more than grati- 
fied with the results of our labors. 

We chose a suburban location 
with good transportation facilities, 
expansion room and excellent road 
networks. While we were some- 
what more distant in miles from 
our customers and employees, we 
were more readily accessible in 
terms of time. 

We feel that warehousing can be 
broken into two separate but inter- 
related problems: Storage of mate- 
rials and movement or handling of 
materials. 

The distinction between these 
two problems is not easily defined. 
Essentially, storage relates to area 
and thus to fixed costs, while mate- 
rials’ flow relates to operations and 
its costs. The true warehouse cost, 
therefore, is the sum of the fixed 
and operational costs. 

To attain this minimum cost 
situation, we decided to find our 
minimum area requirement and 
then expand it as good layout and 
materials’ handling technique de- 
manded. We devised a nine step 
plan to realize our goal, as follows: 

(1) Using the most efficient 
storage equipment available, find 
the minimum area needed for stock 
storage. 

(2) Design the service areas, 
receiving and shipping, and allow 
the necessary space. 

(3) Allow for expansion. 

(4) Compare present mechani- 
cal equipment with the most effi- 
cient on the market. 

(5) Determine the quantities of 
shelving of each size for each de- 
partment and make the necessary 
adjustments for expansion. 

(6) Determine interior aisle 
spacing. 

(7) Place the shelf, rack, and 
bulk areas in the warehouse in re- 
lation to your service areas. 

(8) Determine your. material 
handling techniques. Adjust the 
areas and layout consistent with a 
minimum cost situation. 


(9) Plan the steps of the move. 





Expansion is built-in in three 
ways: 

(1) We left space within each 
existing line. 

(2) On the east side of the 
building we left an expansion cor- 
ridor for any new items. 

(3) In our bulk area the aisles 
are designed so they may be re- 
duced when we replace our cur- 
rent equipment with the new nar- 
row aisle equipment. 

We divided the warehouse in two 
sections: The shelf area where all 
goods would be repackaged, and 
the rack and bulk areas where no 
repackaging was necessary. 

The goods from these areas are 
selected separately but simultane- 
ously by different crews. To avoid 
non-productive walking, we use a 
batch order system. 

In the shelf area for ease of se- 
lection and to aid the checkers in 
their work, we use a specially de- 
signed picking cart. 

In the bulk area we originally 
planned to use hand-powered flat 
trucks for selection except when 
the order called for pallet load 
quantities. Then we would use 
either a fork-truck or a transporter 
to bring the goods to the shipping 
area. 

This system in the bulk area 


Arthur L. Faubel 
AHMA secretary-treasurer 


proved to be our biggest mistake. 
It was much too slow. We remedied 
this situation by having the motor 
truck company build to our specifi- 
cations, highly maneuverable, 
speedy electric selection carts. They 
have a capacity of 2000 pounds. 
The building is one story. It is 
constructed of brick, protected by 
an automatic sprinkler system, 
monitored by ADT, heated through- 
out, with air conditioning in the 


office. It has a model store display 
area, meeting room, and a lunch 
room for our employees. 

The construction costs including 
all extras and fees amounted to 
less than $6 a square foot. It is 
worth noting that the sprinkler 
system reduced our fire insurance 
premiums to one-fifth of their 
previous level. 

In 1958, the cost of operating 
our warehouse including salaries, 
repairs and depreciation on equip- 
ment, heat, light, power, and pack- 
ing expense was slightly in excess 
of 3 percent. 

After six months of operation in 
our new warehouse, our expenses 
on these same items had fallen only 
to 2.9 percent. By March of this 
year the cost began reducing rapid- 
ly, until today for all the above 
named costs, we are operating at 
an annual rate of slightly below 
2 percent. 

This compares favorably with 
the 3.2 percent average as reported 
by NWHA for 1959. 

Although we are encouraged with 
the progress we have made, we do 
not feel that we have reached our 
peak efficiency. We are planning 
changes that we feel will reduce 
these costs perhaps, an additional 
.o percent. 


How We Use the Turnover Handbook 
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by Burrows Morley 


Vice-president 
Morley Bros. 
Saginaw, Mich. 


In early 1959 in Chicago, Russ 
Mueller and Bill Mashaw unveiled 
the Turnover Handbook program to 
a group of midwestern distribu- 
tors. We were present. We looked, 
we listened. What they said made 
sense. 

Dealer meeting plans were 
formed. In May and June, seven 
meetings were held. Each Morley 
salesman in the area involved in- 
vited no more than 10 of his better 
dealers. We believe no salesman 
can service more than 10 TH deal- 
ers and do the job justice. 

In our meetings, five persons 
composed our presentation group: 
R. C. Morley, Jr., president; Russ 
Floss, sales manager; Larry Smith, 
director of purchasing and market- 
ing; Dick Brant, Mr. Smith’s as- 


sistant; and myself. Also on hand 
were branch managers concerned 
and salesmen who had dealers at- 
tending. 

President Morley personally 
greeted each dealer as he arrived. 
Mr. Morley opened the meetings 
stressing that a business must 
make a profit to survive and grow 
and that profit is still the differ- 
ence between total income and total 
expense. 

We showed dealers how they 
should go about adopting the TH 
program for their stores. 

Next I told the dealers how our 
Bargain of the Month, Circular 
Program, and Controlled National 
Brands plans fitted hand-in-glove 
with TH to do four things: 

(1) Bring more customers into 
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stores. 

(2) Produce added profitable 
sales. 

(3) Increase turnover and re- 
duce outs. 

(4) Result in more return on in- 
vestment. This, when you come 
right down to it, is the only reason 
for being in business. 

To answer many dealers’ ques- 
tions about TH, we had Larry 
Smith and Russ Floss do a Chet 
Huntley-David Brinkley type skit. 

The TH program is no one-shot 
deal. Its fundamentals must be 
stressed again and again. By sheer 
repetition, they are absorbed and 
become instinctive with dealers. 
And in the process, some will rub 
off on us too, to the betterment of 
our own profit showing. 

I do believe we have missed the 
boat somewhat by not stressing the 
flexibility of the TH program. A 
dealer doesn’t have to adopt it all 
at once. He can use as little or as 
much as he pleases. 

Any dealer can use some sort of 
simple stock control on high cost 
merchandise. Any dealer can put 
TH to work in some one depart- 
ment. The important thing is that 
he do something. 

How has it all worked to date? 

We have 164 TH dealers well dis- 
tributed over the area we serve. 
Our 1959 sales to non-TH dealers 
showed an increase of slightly over 
6 percent. Although TH was in 
use less than six months of 1959, 
our TH dealers’ sales increased 
20% percent over three times the 
increase of non-TH dealers. 

In our territory, we have an 
abundance of rebate and catalog 
houses. They are tough competi- 
tion. They have told their story 
well, whereas we _ full-function 
wholesalers have not. TH adds a 
real punch to our story as to the 
worth of the functions we per- 
form. 


We still stock too many items 
and duplicate lines. Buyers by 
their very nature want to buy. You 
can buy more in five minutes than 
can be sold in a year. It’s easy to 
add; difficult to discard and elimi- 
nate. On any broad line, 80 per- 
cent of volume is done on about 20 
percent of the line. 

How many lines have you added 
in the past year? How many have 
you dropped? TH furnishes a 
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tailor-made pattern for the buyer 
to follow. Once he understands the 
fundamental philosophy of TH and 
its relation to his department’s 
profit showing, his cooperation fol- 
lows voluntarily. 


New salesmen have a difficult 
time. They must win dealers’ con- 
fidence and prove their worth be- 
fore worthwhile orders come his 
way. TH gives them a direct course 
of action that produces results. We 
have one salesman on a territory 
less than two years who, mainly 
through TH, developed a new ac- 
count with $35,000 volume a year. 

Yes, we like TH. We like what 
it’s doing for our dealers and for 
us. We think we’ve made progress. 
We’re not satisfied though. We 
realize there is much to do, and 
that it will take years to do it. 


by Jack Mueller 
Beltrami Hardware 
Bemidji, Minn. 


Since I started in this business, 
I’ve been aware of the need for 
stock control. There are continual 
pressures to build up inventory. 
Too often, we dealers have suc- 
cumbed to these pressures without 
regard to the proper balance of 
stock or the effect on turnover. 


I wonder how often some one has 
come to your customers’ stores, 
asked for a staple item, and had to 
be told “Sorry, we’re out of that 
today ?” I know it has happened too 
frequently in our store. And it’s 
probably for this reason that I first 
became interested in the funda- 
mental ideas behind the Turnover 
Handbook. 


To combat outs in our store we 
have, using TH manuals, a monthly 
written stock control system cover- 
ing housewares, paint and sundries, 
and cleaning supplies. We’re trying 
visual controls on builders’ hard- 
ware, electrical and plumbing sup- 
plies, and sporting goods. These 
will probably go on written control 
next year. 

Many dealers say written con- 
trols are “just too much work, you 
need one person just to take inven- 
tory alone.” This is not the case. I 
have one high school boy take care 
of all my written stock control, and 
I personally do the visual checking. 
The boy works part time, spending 
the equal of three full days a month 
on stock control. 


Ideally, I think each employee 
should be responsible for a certain 
department or departments. If a 
store is big enough to have depart- 
ment managers, then these man- 
agers should be responsible for tak- 
ing inventory at the time desig- 
nated. 

My wholesaler’s salesman helps 
too. He works closely with me, 
even to the point of assisting in 
taking inventory. 

We have real control, I feel, of 
sections where we are using a writ- 
ten record. We’ll have a very good 
turnover rate in these sections this 
year. I wish I could say that we 
won’t have any outs, but human 
error forbids this. 

Going hand-in-hand with stock 
control in TH is the “basic stock.” 
We always wondered what items 
we were carrying that we didn’t 
need. And, more important, we 
wondered which items we didn’t 
have in stock that we should have 
been carrying. 

A so-called basic stock list can be 
made up by just about anyone, but 
the way this list has been devel- 
oped in TH gives us confidence that 
it is truly a basic stock. 

The tool section is a good section 
to start with. 

I would emphasize doing one de- 
partment at a time, to be fully com- 
pleted before you start another. 
There is much involved, so do it as 
you find the time. Our wholesaler 
has been developing its version of 
the stock selection guides by de- 
partment. As each section is com- 
pleted it is released to participat- 
ing dealers. 
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The use of basic stock has con- 
vinced us that we want to use this 
plan wherever possible throughout 
our store. We are going to have 
breadth rather than depth of stock 
in the future if we continue to ap- 
ply TH principles. 

Pricing for profit is all-impor- 
tant to dealers, and TH has a guide 
that is helping us price for profit. 
It is interesting that TH points out 
that only about 100 items we han- 
dle require competitive pricing. At 
times it seems every item we sell 
is being footballed, but when we 
analyze it, it isn’t as bad as it 
seems. 

[ believe that one of our biggest 
problems has been the absence of 
rules concerning the real guts of 
our business—our inventory. In 
the past, many dealers flew by the 
seats of their pants in regard to 
buying and stocking goods. They 
made money, too. 


X-Club Meets For Annual Luncheon 


I think they were successful be- 
cause their competitors were also 
flying by the seats of their pants. 
The situation is very different to- 
day. Our competitors are profes- 
sional when it comes to marketing. 
Now we have the TH operational 
guide to stay competitive. 

If you'll permit one bit of ad- 
vice,. I would say to start out 
slowly. Study the TH program, 
plan your attack, then go to work. 
You would do a terrific service to 


your dealers just by checking your 
catalogs against the recommended 
basic stock items. 

This program has got to be sold, 
not just to your president or your 
sales manager. It has to be sold to 
your salesmen, supervisors, and 
buyers. 

I sincerely believe that TH is a 
better way for merchandising hard- 
ware, and for wholesaling and man- 
ufacturing it. To make TH succeed 
will require the missionary zeal of 
all of us working together. 


Training Employees 











, 


by Norman Herr 
President 
Bayonne Steel Products 


Newark, N. J. 


The general run of training for 
a wholesale distributor is usually 
most informal on a catch-as-can 
basis. 

The unfortunate part of all this 
is that we do not get people who 
have been trained for work with 
wholesale distributors. No univer- 
sities or high schools offer prepara- 
tory courses. 

What can we in small business 
do about it, for it seems that what 
we lack mostly is time, money, 
personnel and long-range purpose? 

We can take advantage as much 
as possible of programs offered by 
some of our suppliers. At the pres- 
ent time two of our salesmen are 
attending a course given by a man- 
ufacturer. I consider it one of the 
outstanding services ever offered 
to a wholesaler. Our men attend a 


formal school program for one 
week to give them product knowl- 
edge, installation techniques, and 
most important selling technique 
for the products of the manufac- 
turer and a general upgrading in 
their overall selling approach. They 
will be better salesmen for them- 
selves and for us. This opportunity 
is offered only a few times of the 
year for wholesale’ distributor 
salesmen and the fact that the 
salesmen who attend represent 
many different wholesalers to make 
up a full class, an interchange of 
ideas on selling occurs which is 
most refreshing and stimulating 
to our men. It makes the salesman 
proud of his profession. 


This is the sort of a program 
that we always talk about and 
deem ourselves fortunate because a 
supplier has permitted us to put it 
into effect. In my opinion a whole- 
sale distributor needs a program 
for operating and selling personnel 
in order to keep abreast of today’s 
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condition and to keep its organiza- 
tion on its toes. 

I believe that such a program 
could be sponsored by trade or- 
ganizations such as this one. Such 
a school could be set up in conjunc- 
tion with one of the universities 
and wholesalers in the area would 
have an opportunity of sending 
their men in for a week of inten- 
sive instruction that would make 
them better salesmen for them- 
selves, their customers, and their 
employers. 

On other levels additional school- 
ing could be furnished for ware- 
house supervision, inside salesmen 
and of course management. 


Inventory Control 


Is Needed 


by A. B. Lewis 

President 

Palmer-Donavin Mfg. Co. 
Columbus, Ohio 


We have used the Kardex system 
for the past 15 years. Theoretically 
the system is sound and gives a 
complete up-to-date picture of our 
inventory. 





The human error element enters 
into this system. If an order is 
filled incorrectly by a shipping 
clerk, or if the inventory clerk 
posts a purchase or sale incorrectly, 
you are automatically over in one 
item and under in another. Hence, 
as in most things, employee quality 
is the most essential ingredient of 
the system. 

We use the Kardex system solely 
to know the quantity on hand of 
each item that we stock. We do not 
use it for costing purposes. The 
costing of our sales orders is done 
by price clerks with catalogs. 

To keep a monthly dollar control 
of our inventory, we have grouped 
the items we stock into 30 product 
classes. Each month we receive 
from our IBM department a break- 
down showing the dollar value of 
each inventory class. This is ac- 
complished by starting with the 
physical inventory at the first of 
the year, adding monthly purchases 
(which is a by-product of writing 
our accounts payable checks on 
IBM equipment) and deducting our 
cost of goods sold (a by-product of 
our billing on IBM). 

Periodically, we take a physical 
inventory of one of the 30 classes 
of materials as a spot check. 

At the end of each quarter, we 


AHMA’s Gibson gets farewell gift 


New AHMA president-elect Paul C. Nicholson, Jr. (left), gives outgoing presi- 
dent John Gibson, Ill, an engraved silver cigarette box in token of thanks on 


behalf of the association. 


102 © HARDWARE AGE, November 3, 1960 


tie the inventory breakdown with 
other sales reports and arrive at 
inventory turnover figures for each 
of the 30 products classes. 

Maximum and minimum inven- 
tory figures have been set up based 
on prior years sales. 


Modern Office 


Procedures 





by Clayton E. Caddy 
Kinsner Supply Co. 
Cleveland, Ohio 


You can’t do today’s job with 
yesterday’s methods and expect to 
be in business tomorrow. 

Modern office billing procedures 
are as important to us as are up-to- 
date warehouse equipment. or 
modern sales methods. 

An outdated billing operation 
can cost any one of us a great deal 
of money through inefficiency, dis- 
honest manipulation of records by 
employees, and honest mistakes 
because of cumbersome procedures. 

There are a number of ways we 
can modernize our procedures. 

We can introduce something as 
simple as one of the new carbon 
typewriter ribbons that give you 
better quality reproduction records 
to avoid hard-to-read records. Or, 
we can streamline the physical 
handling of invoices between ware- 
house and office to guard against 
loss, intentional or otherwise. 

Perhaps the most startling and 
the most intriguing help to come 
along are the modern office billing 
machines and their companion ma- 
chines, such as card punchers, 
sorters, and listing machines. 

Such machines make a smooth 





operation out of perpetual inven- 
tory, handling of accounts receiv- 
able, sales analysis and an unlimited 
variety of operations. 

These very complicated machines 
can be leased by the month or year. 
The cost of leasing averages out to 
far less than it would cost to pay 
the required number of employees 
to do the same work. 

You still need good workers, but, 
modern office procedures and ma- 
chines will give you speed, ac- 
curacy, efficiency and profits. 


For Progress: 


New Methods 


In order to progress in today’s 
fast moving economy, every com- 
pany must recognize the need for 
adopting new methods as they come 
along. You can not grow if you are 
not flexible. 

Your NASMD committee on new 
methods and new products has been 
set up solely because we, as a 
group, see how important keeping 
abreast of changing times is to us 
all. Reports from members to the 
committee hold valuable informa- 
tion for others in the organization. 

For example, Kinsner Supply 





by Orin J. Lockwood, Jr. 
Binghamton Hardware Co. 
Binghamton, N. Y. 


Co., Cleveland, reports that it 
charges customers a 1 percent ser- 
vice charge after 30 days. This en- 
courages customers to pay promptly 
and, of course, speeds collections. 

Another example of modern 
methods for more profitable opera- 
tion comes from Vorys Brothers, 
Inc., Columbus, Ohio. Vorys is sell- 
ing its delivery service instead of 
giving it away. 
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For example, F. O. Schoedinger, 
Inc., Columbus, reports that it is 
stocking a new plastic flashing 
which is recommended for exterior 
use. Another of our members is 
now furnishing prepainted alumi- 
num gutters and an unusual new 
ladder clamp is being handled by 
another firm. 

If we are to grow as individual 
businesses we must stay out of the 
rut and keep modern with new 
methods and new products. 


Aids On Roof 
Drainage Products 





by S. M. Van Kirk 

Managing Director 

Roof Drainage Mfrs. Institute 
Chicago, Ill. 


There are 22 manufacturers rep- 
resented by the Roof Drainage 
Manufacturers Institute. 

These companies produce a major 


Officers of the National Wholesale Hardware Association 


Officers and committee members of NWHA. Seated (from left): John S. Stiles, advisory board; H. L. Thompson, Jr., 
vice-persident; Howard W. Price, president; James P. Townley, vice-president; W. W. French, advisory board. Stand- 
ing (from left): Thomas A. Fernley, Jr., managing director; D. H. Stewart, Judge F. Anderson, and Joseph Orgill Jr., 
executive committee; and R. Bruce Wall, secretary. 
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portion of all roof drainage prod- 
ucts. More firms will be added to 
the membership roster shortly. 

These companies have joined to- 
gether to produce better products 
and to help you sell more of their 
products through the Institute’s 
active promotion program. 





Protect Records 


by Roger K. Becker 
President 
Ohio Valley Hardware Co.., Inc. 


Evansville, Ind. 


Most companies that have a fire 
never reopen for business. What, 
then, should a business do, if it 
wants to survive? 

Insurance and mechanical pro- 
tection, like fire alarms, are the 
steps well known to us all and can 
be worked out easily. 

There are complete fires, but 
there is no such thing as complete 
protection from fire. 

After deciding which records are 
most important, it is necessary to 
determine how to preserve them. 

A fireproof vault, alone, is not 
necessarily complete protection. 
Fires have occurred in vaults. How- 
ever, a fireproof vault, equipped 
with sprinklers, with papers filed in 
metal cabinets should be sufficient. 

If records must be kept outside 
such a vault, underwriters ap- 
proved fire cabinets may be used. 
If only a few papers are kept in a 
fire file, such papers may be burned 
by heat. If however, the file is full, 
the papers will probably only be 
scorched on the edges. 
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Pro Group Expands Buying, Ad Activities 


Cooperative newspaper advertising and expansion of group buying into 
staple items were discussed by Pro Distributors meeting Oct. 16 during 
the Atlantic City convention. 

The group plans advertising in more than 30 major city newspapers, 
based on recent test ads, half page in size advertising 12 promotionally 
price items, in the New York Times and Houston Chronicle. 

Group buying will be expanded from items for five annual circular 
promotions to staple lines under the trade name of Proven. Lines cur- 
rently branded under the Proven label are paint brushes, power tools, 
measuring tapes, ironing board pads and covers, and tool boxes. 

Here are members of the Pro Distributors group at the meeting: 
Decatur & Hopkins Co., W. F. Hopkins, Gordon Farr, E. F. Hammond; 
Chas. Ilfeld Co., Frank Turner; Heitmann, Bering-Cortes Co., Fred W. 
Heitmann; May Hdwe. Co., Leonard and Donald May; Rose, Kimball & 
Baxter, Robert Rose, M. Gloyd Kimball, P. A. & S. Small Co., John T. 
Samuel and E. D. Pipher; M. 8. Young & Co., Richard E. Young and C. H. 
Gerhart; Whitlock Corp., Henry R. Stein, H. Jerome Lasky, William 
Earnest; Strevell-Paterson Hdwe. Co., U. J. Kuhre and Fred Moore; 
Pro staff, Paul L. Cosgrave, John Berryman, Lyle Wilmott. 


Representatives of five Eastern wholesalers, participants in DAP (Dealer 
Advertising Program), met with DAP officials Oct. 15 at Atlantic City to 
map future programs for the group. Following luncheon, the meeting 
covered store trims, promotions, and general merchandise selections. 
Present were (clockwise from left): G. H. Baker, vice-president, W. W. 
Conde Hardware Co., Watertown, N. Y.; D. S. Rolston, sales manager, 
E. K. Tryon Co., Philadelphia; E. E. Chandlee, Jr., secretary, E. K. Tryon 
Co.; H. B. Stark, James A. Stewart Co.; Carnegie, Pa.; D. H. Springer and 
G. W. Brownlow, Jr., L. J. Kingsley Co., Binghamton, N. Y.; W. W. Conde, 
W. W. Conde Hardware Co.; James A. Stewart, whose agency manages 
DAP; M. E. Firor, W. H. Tastet, Jr. and J. J. Clark, Jr., Fries, Beall & 
Sharp Co., Washington, D. C.; J. A. Stewart, Jr., Carol Stewart and 
Eleanor Patross, James A. Stewart Co.; and C. W. Van Deusen, W. W. 
Conde Hardware Co. 
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Editor's Note: Presented herewith is the 1960 edition of the Table of Values of Manu- 
factured Hardware and affiliated lines compiled by Oliver Brothers, Inc., information 
and buying service for wholesalers. This table supplements the Table of Values of 
Iron, Steel, Wire and Metals which is also published as an insert in this issue. 
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MATERIAL 


Unit 


March 
19156 


July 
1917 





Dec. 
1928 


March 





ee Ne wkcb ute vetencetuwseneace en's 


100 Lb. 


1.36 


5.00 








2.80 





Track bolts, square nut, $4 x13% 


100 Lb. 


1.70 


7.00 


3.81 





Crow bars, 10 to 26 Ib., average all sizes 


100 Lb. 





1.65 


6.50 


5.89 





Striking hammers, Oregon pattern, 6 Ib 


July, 1928 and later, by the piece. 
Previous prices per 100 ibs. 





3.54 


10.80 


0.70 





Railroad picks, 6 Ib 


Doz. 





Machine bolts, % x 4, C. T., Sq. & Sq., carload 


100 Pcs. 


1.87 


7.29 








1.32 


4.97 





Hot pressed nuts, square, blank, 4 in., hvy., carload, bulk 


Since April 1, 1927, per 100|. 


pieces. Previous prices per 100 tbs. 


6.50 


5.70 





3.33 











Iron turnbuckles, 1 x 6 in., take up, with stub ends 
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Spring cotters, steel 4, x 144 


100 Pcs. 





1000 Pcs. 





_ 
oO 


R. H. steel rivets, 44 x 14, in kegs 





100 Lb. 





rs 
rN 


Upholsterers cut tacks, No. 4, blued, in bulk* 





100 Lb. 





_ 
to 


Wood screws, flat head, steel (new list prices May 1957) 





Per Cent Off List 





~~ 
wo 


Shovels, plain back, No. 2, C grade 








-_ 
_ 


Ball tip, loose pin, steel butts, 344 x 314, plated, No. 241F 











57.20 


——_-— — — 


0.96 








g.21 


0.555 





56 .00 





0.78 








16.26 








0.784 








8.60 


4.32 




















11.33 








0.646 





8.28 








_ 
o 


Wrought brass butts, 2 in. narrow 











_ 
oO 


Stillson pattern wrenches, 10 in., steel handle 








-_ 
~j 


Monkey wrenches, steel handle, 10 in 








— | 
oi @ 





Files, 10 in. fiat bastard 











Carbon twist drills, 44 in., round straight shank, Jobbers Lengths... 


2.76 


1.97 





7.17 


7.20 








9.00 











4.86 
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Chisels, plain handle and edge, 1 in. socket firmer 
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Post-hole diggers, Atlas pattern, 4 ft. handles 





tw 
w 





Car movers, Badger #9, (Since 1954 #249) 





| we] 
> 





Wire rope, plow steel, 6 by 19, &% in. bright, non-preformed, f.c.... . 


(Prices previous to 1948 on crucible cast steel, now discontinued.) 





SCOlal| es! ei ai @olalw!) eo; o 





alolr| ol | & | | we! o| w) ¢ 








100 Ft. 








Poultry netting, 2-in. mesh, 20 gage wire, galvanized after woven 
(Prev. to Sept. 30, 1947 were quoted on galv. after woven only.) 


Roll of 600 Sq. 
carload 


_ 
i) 








~ 
Le +) 











~3 

















Wire screen cloth, 12 mesh, black, less than carload. Since 1950 
galvanized 18 x 14 mesh 





100 Sq. Ft. 
i € t. 








Galvanized water pails, 10 qt., light pattern, less than carload 





Enameled cast iron sinks, flat rim, 18 x 30 


Gross 








.96 








$3.76 


eee 


1.95 











97 





| 24.19 





Each 





Finished brass compression bibbs, standard pattern, for L. P. & in.@ 


Doz. 





Axes, handled, first quality standard grade, single bit, base 
(Prices prior to Sept. 30, 1961 on unhandled. 


Doz. 


46 





. 60 








Cipeuiinn epi HORROOR, BP TA. BH GBs. coc oc ccc cevccccccccccesesens 


Each 











Lawn mowers, 16 in., ball-bearing, medium grade, 6-blade (prices 
previous to 1944 based on 14 in., 4-blade, cast iron) 





Each 


. 50 


4.06 





6.80 








.00 























.00 














10.76 


——E ——— 


7.6914 














7.00 



































Col. No. 


3 


: 


5 


6 


7 


8 


10 


il 





* Prices previous to June, 1926, were on American Cut Tacks now discontinued by most manufacturers. 
+ June, 1926, to June, 1930, prices on 13 in.; other prices on 12% in. 
t New list Nov. 21, 19: 


by O. P. A. In many cases this was automatic by fixing price ceilings at selling price in effect March 
935. 
@ Ceiling prices established by Government Price Administrator in 1941; or later through to 1946 


1942, in other instances by specific O.P.A. ruling. 

® %” size generally discontinued as of March, 1942. %” figures show lower price because of a 
4 ’ / a * greate! 

production. Manufacturer of finished all brass bibbs was temporarily di 7, 1942 

but resumed in March, 1947. p y discontinued on March 17, 1942, 





Compiler’s Note: Lists and discounts have been reduced to unit prices of unit quan- 
tity prices as required. In doing this, consideration has been taken of the fact that list 
prices on some items have been changed from time to time and the net prices shown 
are based upon the lists and discounts in effect on the dates given. The data for Wood 
Screws represent the discounts reduced to a unit percentage. The prices shown rep- 
resent what would be recognized as a reasonable wholesale price allowed by the manu- 


ufactured Hardware 
to October, 1960 


d 56th Sts.. 


Canal St., 


12 13 


14 


16 


Philadelphia 39, Pa. 
New York 13, N. Y. 


facturer to the wholesaler. 


26 


28 


29 


30 31 











7.50 








10.00 





Sept. 30 
1965 


Sept. 30 
1957 


| 
Sept. 30 | 
1958 | 





8.60 





11.10 


11.45 | 








14.70 





TT 


1.46 





12.40 





15.16 





15.75 | 





20.22 





22.23 


22.23 | 





















































3.29 plus 
12% OPA® 


16.82 





6.85 








0.57 plus 
12% OPA® 


0.92 


1.20 














66 .00@ 


88 .00 


135 .00 











1.37@ 





1.98 


2.26 





5.04 plus 
12% OPA® 


8.40 


9.21 





14.00@ 


16.16 


18.90 





0.6337 plus 
12% OPA® 





10.25 plus 
14% OPA® 


0.767 


0.676 


2.16 





21.60 








8.96 





1.60 











15.80 


17.66 


164.00 





2.87 


2.37 
23.76 


2.37 





23.76 





414.33 | 





11.22 





9.02 


i 


168 .00 


| 174.00 


2.00 





3.77 | 


3.17 





11.83 

















4.12 


5.29 





5.44 








6.48 plus 
10% OPA® 


8.64 


11.52 


12.10 


6.00 








7.86e@ 


11.97 


12.48 


12.48 














12.626 


16.50 


19.68 


19.68 





2.76 


4.56 


4.56 








1.68@ 


1.95 


2.08 





2.02 


14.40 


13.68 
21.84 
4.99 








22.50 








0.712 





25 .08 





6.06 











14.05 | 


14.05 — 











| 27.72 


re 


6.38 








17.28 














6.27 plus 
14.7% OPA® 


8.08 


12.60 


13.80 




















25 plus 
13.34% OPA® 


0.411% 


0.4814 


0.49% 





0.6214 


2.02 


15.00 








15 .40@ 


21.00 


24.00 


26 .00 


26 .00 


0.58 





14.76 





25 .00 
6.19 


ee 


2.40 




















60 .00 











2.71 


3.12 





1.50 


1.53 


9.40@ 


60.00 








85.20 


91.20 


91.20 


91.20 


28.20 


16.60 











19.01 











0.69 














9.40 





12.24 


14.40 


15.36 


16.16 








3.192@ 


4.00 
20 gage 





5.28 after 
4.02 befere 


4.64 after 
3.53 before 


5.04 after 
3.79 belere 


5.24 after 
3.95 belere 


91.20 


16.16 


33.84 











97.20 








26 .60 


19.01 | 


ie 


17.62 | 











108.00 


26 .60 





ree 





17.52 


97. 72 








.€6 





34.92 





108 .00 1 











19.62 


20.73 


18.66 | 











: 45 alter 


09 before 





1.98@ 


2.60 


2.95 black 


3.48 galv 


3.86 galv. 


4.18 galv. 


4.36 galv, 


4.56 galv. 


5.67 after 
4.22 belere 


6.17 after 
4.54 before 








26.40 


34.20 





3.27 


4.76 


40.20@ 


40.80 


51.66 





5.95@@ 


7.52@ 


62.16 


72.00 


69.24 





71.28 


4.80 galv. 


5.05 











10.55 


11.58 


10.98 


11.17 


64.32 











6.50 after 
4.46 before 











11.74 











5.00 




















——————— 


64.80 








5.27 





12.00 


~ 6.00 



































3.86 





%"-828@ 
Y%*-8.17@ 





% im. 9.39° 
5 im. Discen. 


14.75 
* 10.13@ 


* 10266 
” 12938 


10.44 
” 12.00 


"11.74 
” 12.34 


"11.75 
* 12.32 


44" 11.74 
%° 12.31 








| 12.75 


| 6.00 


wits 





| 12.75@ 


| 


12.76@ 


13.60 


14.85 


17.26 


27 .00 


27 .00 





6 .00@ 




















6.50 





17.50 


13.00 

















13.00 


29.10 


* 12.43 
* 13.04 





30.24 





12.34 


34” 12.00 
%4” 12.36 














9.00 


13.00 


13.00 





| 9.66 


| 10.56 


11.80 














11.80 














10.80 











42.60 





6.43 after 
4.81 before | 





5.07 








12.96 


44" 12.16 
34” 12.41 


42.60 


e 
! 
_ 
| 
| 
74.88 | 
¥ 
| 








13.00 


13.00 | 





10.40 








10.40 | 


| 23.38 


| 174. 00 


Sept. 30 
1959 


11.46 


15. 16 


12.15 
16.20 





33.28 
2.55 | 2.56 
24.96 | 24. 
10.66 " 10. 
1.90 | 1.8 
—|a74. 
3.93 g 3. 
14.05 | 15. 


26.60 | 28. 


636 | 
31.32 | 32. 
6.37 6. 


20.88 | 21. 


17.62 | 17. 
| 97.72 


84. 92, | 34. 


Sept. 30 
1960 


96 


117.60 {117.60 


Soe 20 .00 


48 after | 6.59 after 
81 befere | 4.63 befor 


6.16 | 5.16 
| 


wnt 79.20 


17 
13 | 14.30 


~arger | 16” 13.68 
3 


4” 13.08 4” 13.72 


42.60 | 43.80 


| 


11.00 


13.00 | 13.00 
| 12.00 





14 


16 


A Price ceiling, 


16 


17 


March, 1942. 


“| Later advance allowed by O.P.A. 


® In Feb., 
of July 31, 


1942. 


Resisting finish. 


18 


19 


20 


21 


22 


1942, excepting for defense housing, manufacture of enameled sinks was ordered . 
A 5 per cent increase was allowed. 


23 


24 


stopped as 


Their manufacture has been resumed in Acid 


25 


26 


27 


28 


@ Denotes ceiling prices. 
@ Discontinued temporarily. 


29 


30 31 
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Higher quality 
means easier sales! 


Homko Lawn Equipment is built 

the way you would probably do it 
yourself... with exceptional design, 
exclusive features and superb quality. 


Back this up with the terrific Homko 
Hoedown promotion (a complete 
promotion that makes it even easier 
foMe-1-110 Late mh elie: Mele) heal: mel 3-3 
selling power mower line you've ever 
handled. The compiete line that 

Selis better because there's so 

much more to sell! 





WESTERN TOOL & STAMPING COMPANY 
2725 Second Ave. * Des Moines 13, lowa * Dept. HA-3 


Name 
Firm Name 
Address 


— OE State 
Want more facts? Circle 156, p. 137 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 


number on postcard on page 137, and mail 


Item 1 
Paint brush merchandiser 


Three grades of pure bristle 
brushes are included in this 128- 
brush movable merchandiser unit. 
Pre-priced brushes for every paint- 
ing need are wrapped individually 
in transparent painter’s. glove. 
Selection is simplified by color 


— 


coded bristle. A supply of booklets 
on painting and brush care is in- 
cluded with each unit. Brush Div., 
Pittsburgh Plate Glass Co., Dept. 
HA, 3221 Frederick Ave., Balti- 
more 29, Md. 


Item 2 
Holiday tool packages 


Disston features five quality tools 
in its holiday promotion packages. 
Hand tools include the D-23 light- 


114 e HARDWARE AGE, November 3, 1960 


weight hand saw, specially priced 
at $8.95; Disston-Carlson 8-ft rule, 
$1.89, and the Accu-Rule, $1.10. 
Two power tools, the D-600 Discus 
61%4-in. portable electric circular 
saw, and the D-20 Dagger sabre 
saw are both $49.95. Disston Div. 
H. K. Porter Co., Dept. HA, Phila- 
delphia 35, Pa. 


Item 3 
Fishing lure gift package 
Holiday traffic will appreciate 
this gift selection of fishing lures 
packaged in an attractive plastic 
box. Four different kits are avail- 
able. The complete Angler (shown) 
contains three lures; the Jitter- 
bug, a surface lure with action and 
sound; the Hula Popper, for fish- 


ing close to shorelines, and the 
Arbo-Gaster, a deep diving, float- 
ing lure that may be cast or trolled. 
Kits include a spool of line, string- 





er and snap swivels. Each retails 
for $6. Fred Arbogast Co., Dept. 
HA, 313 W. North St., Akron 3, 
Ohio. 


Item 4 
Newly designed kitchen tongs 


Foley’s new kitchen tongs per- 
form a variety of tasks. Sturdy 
spring-action stainless steel handles 
provide easy, one-hand operation. 
Extra wide notched mouths make 
the tongs useful in serving salads, 
vegetables, and other foods. Also 
helpful in food preparation and 
utility jobs. Packaged on an attrac- 





Here is @ quick Check 
List of items described 
in the following pages 


tive display card, the tongs sell for 
98¢. Foley Mfg. Co., Dept. HA, 
Minneapolis 18, Minn. 


Item 5 
Bathroom accessories display 


Lenape is now offering everlast- 
ing colors in easy to clean ceramics 
that will not spot, pit, or corrode. 
Cost is below comparable chrome 
and brass fixtures. An introductory 
offer includes the accessories dis- 
play at no extra cost with the pur- 





chase of three sets of Futura and 
three sets of Shell accessories. 
Lenape Products, Inc., Dept. HA, 
120 Stokes Ave., Trenton, N. J. 
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[] Vinyl-grip screw drivers .. 

[] Power saw cutting chain 
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[] Compact screwdriver set .. 

[] Light bulb color packs 

[] New one-piece pulleys .. 
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[) 6-unit electrical display 
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[] Closet tank ballicocks 

[] Illuminated Christmas tree ....... 
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[] 72-compartment bolt bin 

[] Easy to install p!umbing......... 
[] Invisible door hinge ... | 
[] Wood-grained cabinets ......... 
[] Food crisper and saver 

[] New lantern assortment ....... 
[] Double-duty nail puller 

[] Aluminum shutter display . 

[] Sanitary drain cleaner .. 

[] Water purifying cartridges ...... 
[] Lightweight drawer slide ........ 143 





Item 6 
Asphalt/rubber tile wax 


Butcher’s new tile wax is made 
especially for asphalt and rubber 
tile. Produces a non-yellowing lus- 


ow 
an 
water resistant finish. 


ter that protects floors with 
anti-slip, 
Can be applied with a dampened 
cloth and buffed with a coarse cloth 
or electric polisher. Packed in 1-lb 
can to retail for $1. Special intro- 
duction offer includes six cans of 


wax for price of five, plus a dis- 
play carton. Butcher Polish Co., 
Dept. HA, 183 Commercial St., 
Malden 48, Mass. 


Item 7 
9-in. plumber's level 


Here’s a 9-in. level designed espe- 
cially for steam fitters and plumb- 
ers. The unbreakable frame is con- 
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BUYING CHECK LIST 


WANT MORE DETAILS ON THESE ITEMS? JUST CIRCLE 


structed of a special formula plastic 
that is resistant to acids, alkalies, 
and salts, and will not conduct elec- 
tricity. The frame is ground on top 
and bottom to allow the level to set 
solidly, and slide easily on pipe. 
Equipped with three extra-large 
vial assemblies, one level, one 
plumb, and one 45 degree. Also 
available with a strong magnet in 
bottom. J. H. Scharf Mfg. Co., Dept. 
HA, 6120 Binney St., Omaha, Neb. 


Item 8 


8-ft green extension cord 


This new extension cord with 
multiple strip-style sockets by Tap- 
A-Line is green to blend- with 
Christmas tree set-ups, and carries 
electricity to electrically - operated 
toys with safety. The strip-style 


socket measures 12 in. and is made 
of green plastic, and has an 8-ft 
green cord. Socket holds up to eight 
plugs. Retails for $2. Other stand- 
ard cream-colored units are avail- 
able from 6 in. to 10 ft in length. 
Tap-A-Line Mfg. Co., Dept. HA, 
P. O. Box 563, Pompano Beach, Fla. 


Item 9 
Rod and reel combination 


True Temper is introducing 10 
rod and reel combinations, matched 
in color and mated for perfect bal- 
ance and performance. The com- 
binations are made up in bait cast- 
ing, closed and open face spinning, 
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fly casting and trolling outfits. List 
prices range from $22.90 to $37.90. 
True Temper Corp., Dept. HA, 
1623 Euclid Ave., Cleveland 15, 
Ohio. 


Item 10 


Ironing board pad, cover 


The Excello 7 Air Vent Ironing 
Board Pad and Cover Sets come in 
vivid gold, turquoise, black, white 
and combination-colored packages. 
The polyethylene package _illus- 
trates the Air Vent pad in actual 
use. Back of package has helpful 


3 .% io ae BE GPE o 
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hints for ironing synthetic and ace- 
tate fabrics. Suggested retail price 
is $2.98. General Textile Co., Dept. 
HA, 58-62 Colden St., Newark, N. J. 


Item 17 
Versatile casserole set 


This Cinderella casserole set is 
the newest addition to the Pyrex 
Ware line. The set consists of three 


decorated casseroles of one-quart, 
114-qt and 2-qt capacities. Avail- 
able in two color combinations, 
pink and opal with a gooseberry 
decoration, and turquoise and opal 
with a butterprint motif. Both 
decors match many other Pyrex 
Ware items. The set is designed 


for easy storage. Each item has its 
own clear cover. Retails for $5.95. 
Corning Glass Works, Dept. HA, 
Corning, N. Y. 


item 12 
Wallboard fixture anchor 


The Dazy hollow wall anchor is 
a sturdy, easy to use fastener that 
requires a small hole for securing 
fixtures to wallboard, plasterboard, 
lath, plywood or sheet metal. Rib 
design on underside of the screw- 
head eliminates galling during in- 


stallation. The fastener comes in 
nine sizes to accommodate various 
wall thicknesses and loads. Arro 
Expansion Bolt Co., Dept. HA, 
Marion, Ohio. 
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Item 13 
53/44-hp garden tractor 


Panzer Products’ new T-70 Com- 
pactor garden tractor has a one- 
shift lever which provides instan- 
taneous forward and reverse. Same 
lever also varies ground speed, and 
can be used as a braking action. 
Other features include a 5%34-hp 
Briggs & Stratton engine, vibra- 
tion-free motor mounting, automo- 


bile differential and independent 
rear wheel brakes. Weighs 540 lbs. 
Sells for $495. Also available with 
electric starter for $595. Optional 
equipment includes a_ redesigned 
snow blade, new double thickness 
rotary blade tips, a power sprayer, 
motorized rotary tiller and a power 
driven wood saw. Panzer Products 
Inc., Div. of Metalcrafters, Inc., 
Dept. HA, Waynesboro, Va. 


Item 14 
Counter-top glove rack 


You can balance your stock of 
gloves with this Brookville Glove 
Rack. The rack is available with 


al 
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stock of six dozen pairs of gloves in 
six styles. Dealers choose any four 
styles which are added to 2-doz Soft 
Touch gloves for women. Prepriced, 
the gloves range in price from 59¢ 
to $1.19 per pair. Brookville Glove 
Co., Dept. HA, Brookville, Pa. 


Item 15 
Super deluxe tricycle 


This Super Deluxe Fire Chief 
tricycle has rear chrome side rails 
which give an eyecatching chariot 
appearance. This 16-in. model is in 
bright fire engine red trimmed in 
white and chrome. It also has a 
fire engine bell, knuckle guards, 
streamers, and white wall tires. 
The two-step design allows child 
to seat himself more easily and 


safely. Sizes range from 10, 12, 16 
and 20-in. models. Murray Ohio 
Mfg. Co., Dept. HA, 685 Thompson 
Lane, Nashville, Tenn. 


Item 16 
Safe insecticide sprayer 


This Barco Model X-20 sprayer 
has a one-way check valve that pre- 
vents back flow of poisonous in- 
secticide, eliminating the chances 
of contaminating the water supply. 
The check valve is non-corrosive 
and non-removable. The sprayer 
also features a dilution dial which 
automatically mixes any concen- 
tration of liquid insecticide or fer- 
tilizer and water. Spray is adjust- 
able from mist to steady stream. 
Sprayer is easily converted to a 
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hose nozzle by use “of attached 
hex-nut. Barco Mfg. Co., Dept. HA, 
Worcester, Mass. 


Item 17 
Smokeless ball powder 

Five types of Winchester-West- 
ern ball powder are now available 
in canister lots for reloading. In 
the shotshell category, No. 450LS 
for target and standard velocity 
loads is available in a 12-oz canis- 
ter; No. 500HS for high velocity 
loads in 16-0z, and No. 540MS for 
magnum loads in 16-oz. In center 
fire pistol and revolver powders, 
No. 230P for standard pistol and 
revolver loads is available in 12-oz 
canisters, and No. 295HP for mag- 
num and heavy center revolver 
loads in 16-0z. Olin Mathieson 
Chemical Corp., Dept. HA, 460 
Park Ave., New York 22, N. Y. 


Item 18 


Painting accessories stand 


The Tool Center 500 painting 
accessories display stand is of all 
wood construction finished in pea- 
cock blue with semi-lustre alumi- 
num trim. The fix-up, paint-up tool 
assortment includes putty knives, 
scrapers, joint knives and other 
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1 INTHE NYLON § 
j CORD BUSINESS j 


® The Easy Way 

® The Low Inventory Way 
® The Low Cost Way 

® The Packaged Way 

® The High Profit Way 





peed 100% NYLON : 


es BRAIDED CORDES 
RACK 
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< 4 +» £3 


That's right...here is an 
easy, low cost way to get into 
the highly profitable Nylon 
Cord business. This rack is 
only 24 inches high and takes 
up less than 1 square foot of 
floor or counter space. Cord 
is one reel each of 1/8”, 
3/16”, V/4” and 5/16”, Rack 
is FREE with order for 4 or 
more spools. 


Ask your jobber about it... 


Kine 


, °F 
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John H. Graham & Co. Inc. 
105 Duane St., New York 8, N. Y. 


BUYING CHECK LIST 
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paint removing and paint product 
_ applicators. Hyde Mfg. Co., HA, 
Southbridge, Mass. 


Item 19 
Vegetable slicer-serrator 
The convenient size of this stain- 


| less steel hand kitchen tool permits 


foods to be processed directly into 


> 


salad bowls or cooking utensils. It 
slices vegetables on one side, while 
the reverse side can be used for 
serrating. Retail price is 69¢. 
Foley Mfg. Co., Dept. HA, Minne- 
apolis 18, Minn. 


Item 20 
Automatic fioor waxer 
This Wax-O-Matic floor waxer 


| comes individually packed in 9144, x 
41% x 22%-in. cartons. 


The com- 


pletely assembled waxer is full size 
in all parts and has a 2-piece force 
fit handle. Each carton weighs 1-lb 
15-o0z. Retail price is $3.95. Master 
Mfg. Co., Dept., HA, 9200 Inman 
Ave., Cleveland 5, Ohio. 


Item 21 
Do-it-yourself shelves 


These attractive and economical 
Shelf-Builders can be used to make 
a variety of furniture pieces for 
the entire house. A two-color, white 
corrugated aisle or counter display, 


; } 


hat 


a 


ad mats and mailing pieces are 
available for promotion. Gerber 
Wrought Iron Products, Dept, HA, 
1510 Fairview Ave., St. Louis 32, 
Mo. 


Item 22 

4-in. submersible pump 
Rapidayton 2 and 3-wire 4 in. 

submersible pumps now have loose 


tube construction, permitting 
quicker and easier disassembly at 


“> 

well site. Outer brass tube screws 
out at both ends, between intake 
and discharge assemblies. As tube 
and stages are lifted up off motor 
shaft, tube slips away from stages. 
In 2-wire models, all electrical con- 
trols are built into pump. Tait Mfg. 
Co., Dept. HA, 500 Webster St., 
Dayton, Ohio. 





Item 23 


Try-it light switch display 

This try-it-yourself display is for 
No. P8762 Economy Dimmer. Can 
be placed on counter or mounted on 


wall. Shows features of the switch 
on one side of the display, while 
the other contains the try-it switch. 
Available free with orders for the 
Economy Dimmer. Progress Mfg. 
Co., Dept. HA, Castor Ave. & Tulip 
St., Philadelphia 34, Pa. 


Item 24 
Barbecue air vent, grate 


This Vent-O-Mizer sheet metal 
barbecue grate has a series of 
domed vents that give maximum 
circulation of air, yet prevent ashes 
from falling through. The domes 


hold briquets in place and give 
them proper spacing. It eliminates 
need for sand and gravel in the 
firebowl, and prolongs life of bar- 
becue. Stor-All Corp., Dept. HA, 
Inglewood, Calif. 


Item 25 
Glazed animai planters 


These life-like animal planters 
in glazed natural colors make at- 














YES, WE DO 
HAVE YOUR SIZE 


A giant 14” plier has now been added 
to Utica’s famous “Rib-Joint’’ line. 
This powerful tool with parallel jaw 
opening of 2'34¢6”, completes Utica’s 
full line of “‘Rib-Joints.”’ All are 
available from stock. We serve our 
customers by carrying the widest 
assortment of pliers—over 1,000 dif- 
ferent types. All are made to the high 
standards required by American in- 
dustry. If you sell pliers, send for the 
brand new Utica tool catalog. 


Utica Drop Forge & Tool Division, 
Kelsey-Hayes Company, Utica 4, N. Y. 





tractive as well as useful household tools the experts use! 
Want more facts? Circle 158, p. 137 
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items. Sure to catch the eye of 
female customers. Lion is 13 x 6-in. 
high, with suggested retail price of 
$2.95; Collie is 12 x 8%-in. high, 
$2.95, and squirrel, available in red 
or gray, stands 8-in. high, $1.95. 
Stanford Pottery, Inc., Dept. HA, 
Sebring, Ohio. 


Item 26 

Self-propelled snow thrower 
This Excello 17-in. self-propelled 

Sno-Thrower is equipped with a 

3-hp, 4-cycle engine fitted with spe- 

cial carburetor and ignition for 

winter use. It has traction tread 





( AOALINE NT 


FIRST 


in research! 


FIRST 
in quality! 


in writing! 


WRITE FOR 


‘LINE 


Nae 


GUARANTEED right... 


the *] 
PLASTIC 
PIPE 


| SELL 


MEDIUM DENSITY 


FLEXIBLE PLASTIC PIPE 
#] standard for SCORES 





of APPLICATIONS 


® Virgin polyethylene 
NSF approved for 
drinking water use 


Meets or exceeds all 
government and 
industry standards 


Light weight . . . easy 
to install 

Low friction loss 

Long life . . . no costly 
call-backs 


PIONEER MEMBER O 


COMPLETE TECHNICAL AND ENGINEERING SERVICES AVAILABLE 


tires on 10-in. steel wheels. The 
heavy gauge steel snow scoop can 
be adjusted for use on uneven 
ground. It can also be adjusted to 
throw left or right without use of 
tools. Heineke & Co., Dept. HA, 
Spring field, Ill. 


Item 27 
Garden soil tester kit 


This Soil Test Kit by Sudbury 
makes approximately 100 indivi- 
dual tests for nitrogen, phos- 
phorus, potasn, and acidity. Cased . 
in a welded steel container with 


carrying handle. Contains charts 
showing needs of lawn grasses, 
flowers, shrubs, vegetables and 
farm crops. Retails for $18.95. 
Sudbury Laboratory, Dept. HA, 
Sudbury, Mass. 


Item 28 
Alarm for liquid control 


Kenco’s Liquid Level Alarm Mod- 
el 108C operates on a diving-bell 
principle to serve as a normally- 
open switch. Alarm is activated as 
rise of water or liquid exerts pres- 
sure on sensitive diaphragm, which 


peraus rooay CRESCENT PLASTICS, INC. 


Dept. A-0, 955 Diamond Ave. * Evansville 7, Ind. 
Want more facts? Circle 159, p. 137 
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closes the fully protected switch. 
Can be used to monitor height of 








water by shutting off machinery 
while at the same time starting a 
submersible pump to remove water. 
Model 108D has normally-closed 
switch that actuates lights or buzz- 


ers for alarm purposes. Kenco 
Pump Div., American Crucible 
Products Co., Dept. HA, Lorain, 
Ohio. 


Item 29 

Low-priced carpet sweeper 
This new low-priced carpet 

sweeper by E. R. Wagner is called 

the Imperial. It features a spe- 


~~ 


cially designed rubber handle grip, 
molded to fit the hand. Dustpans 
open individually for cleaning. The 
cleaning brush adjusts automati- 
cally to high or low pile carpeting. 
Sells for $9.95. EF. R. Wagner Mfg. 
Co., Dept. HA, 4611 N. 32nd St., 
Milwaukee, Wis. 


Item 30 
4-cycle, cast iron engines 


Clinton’s three new 4-cycle, cast 
iron engines are for use on riding 
mowers, farm and industrial equip- 
ment. The 4.5-hp EV-1200 engine 
is equipped with an electrical start- 
ing system. The Clintalloy line en- 


gines, with 5.5 and 6.5-hp, are 
numbered V5500 and V6500 for 
vertical shafts, and H5500 and 
H6500 for horizontal shafts. Clint- 
alloy line also has electric motor 
that will start engines from minus 
30 to plus 125 degrees Fahrenheit. 
The generator is capable of charg- 
ing a 12-volt battery and furnish- 
ing power for lights. Clinton En- 
gines Corp., Dept. HA, Moquoketa, 
lowa. 


Item 31 


Safety-lock wall cabinet 


This Sentry Safe-T Wall Cabinet 
Model S-4S is for use in homes and 
living quarters at schools. The 18 
and 24 gauge steel cabinet has a 
three-number combination lock. 
Toggle bolts make fast installation 
on walls or backs of doors. It pro- 
vides a safe place for private 
papers, jewelry, watches and other 
valuables. The S-4S also has an in- 
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Why 

count 
WASH Ss 
ina 

package 
sales era? 


The animals entered Noah’s Ark 
two by two, which got them aboard 
twice as fast ... but some Hard- 
ware people still count out washers 
one by one. It’s a cinch you can’t 
make money that way! 


Wrought Washer, the world’s larg- 
est producer, offers a solid seller in 
Klip-Pac ... washers pre-counted 
and packaged in clips at competi- 
tive prices. They’re offered in all 
standard types from %¢ to 5% bolt 
sizes. Neatest deal you ever saw. 


You can make money from washer 
sales ... one of Hardware’s oldest 
staples ... if you sell them this 
modern way. What’s more, you sell 
more each time. Simplifies inven- 
tory, saves shelf and drawer space, 
handling costs, cuts losses .. . and 
they’re pre-washed and plated! 


order from your jobber 

Ask your jobber to show you Wrought Wash- 
er’s other self-merchandising packages: 
exclusive Mil-Pac Twins, Assortments and 
Single Tubes, Standard Shelf Packs, Bulk 
Washer Containers. 


. 
ce 


2108SOUTH BAY STREET, MILWAUKEE 7, WIS. 
SHeridan 4-0771 ¢ twx Mi 277 


WORLD'S LARGEST PRODUCER OF WASHERS 


WW /2/6061/HP 
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JACKSON ROPE 


OCEAN BRAND MANILA—SUPER-TUFF SYNTHETICS 
makes sales—the easy way 
. .. with the finest rope money can buy 











JAK-PAK COILS 


—clean, tough Manila rope snugly 
packed in convenient dispensing car- 
tons. Dependable and smart-looking 
packaging. 


-s 


JACKSON ROPE BAR 


—builds sales, cut selling time with 
this good-looking, permanent dis- 
play. The “backbone” of your rope 
department, it displays Nylon, 
Polyethylene and Manila rope to 
best advantage. 


os preci erROPE 


a ea = 


a, 
PREPACKAGED—SELF SERVICE 


Corts and CONNECTED COILS 
—famous JACKSON Super-Tuff 
Synthetics and Ocean Brand Ma- 
nila in 50’ and 100’ lengths. Make 
self-service easy and profitable 
with Jackson. 


JACKSON JUNIOR SPOOLS 


—Super-Tuff Synthetics in easy-to-sell 
spools of approximately 10 lbs. each. 
600 ft. % in. dia.; _ ft. “6 in. dia.; 300 
ft. % in. dia.; 150 ft. % in. dia. 


Your JACKSON distributor has the details on these profitable items, 
and others in the sales-building line. Get in touch with him now. 


practical, durable rope— 


BUYING CHECK LIST 
Want more details? Circle 





terior shelf. Retails for $13.88. A 
shelfless model, the S-4P retails for 
$11.88. John D. Brush & Co., Dept. 
HA, 545 West Ave., Rochester 11, 
N.Y. 


Item 32 
Vinyl-grip screw drivers 

This new line of vinyl grip screw 
drivers, Lock Grip, gives greater 
turning power and blister com- 
fort. The screw driver is con- 


» a. ee 
, : 4 » 
s , Y . 
’ . aN 
a % + 


structed so the soft sleeve is locked 
firmly on to the handle. The vinyl 
plastic handle makes it resistant to 
oil, water, and gasoline. Rosenberg 
Bros. & Co., Dept. HA, Smithtown, 
i a 


item 33 
Power saw cutting chain 


SYNTHETICS—MANILA 
packaged for 
BOATING - INDUSTRY - HOME - RECREATION 


Manufacturers 39-"¢ G3 f——* = Since 1829 


THE THOMAS JACKSON & SON CO., reavinc, PENNSYLVANIA 


Seca voN ORSS RRR eae 


The Pintail design of McCul- 
loch’s cutting chain for power saws 
features razor precision cutting 
and clean removal of chips. Center 
and side link dimensions have been 
increased for greater wear and re- 
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sistance to stretch. The center link 
has been redesigned for smooth 
power transfer from sprocket to 
chain. Relocated depth gauge 


McCULLOCH 
wre tome 





makes filing easier by giving file 
more access to tooth. McCulloch 
Corp., Dept. HA, 6101 W. Century 
Blvd., Los Angeles 45, Calif. 


Item 34 
Cold liquid gun touch-up 
Marble Arm’s No. 7 Touch-Up 


Gun Blue is applied cold to fire- 
arms. The handy unbreakable bot- 


ae 
MARBLES 


No. 7 GUN BLUE 


(Bee other sae tor dhrectioans 


| : 
tle is packaged in a skin pack and 
is individually carded for impulse 
sales. Suggested retail price is 49¢. 
Marble Arms Corp., Dept. HA, 
Gladstone, Mich. 


Item 35 

Compact screwdriver set 
Eklind Tool’s new combination 

tool has five screwdrivers that fold 

into the handle like a pocket knife. 

Each blade can be used straight 


out or at right angles for extra 
leverage. The unit contains two 
flat blades, two Phillips type blades, 
and a pointed awl. Made of high 
quality tool steel that is hardened 
and tempered for long life. The 
No. 45 Fold Uni Drive retails for 
$1.69. Eklind Tool & Mfg. Co., 
Dept. HA, 2623 North Western 
Ave., Chicago 47, Ill. 


Item 36 
Light bulb color packs 


Sylvania color packs for 40, 60, 
75 and 100 watt bulbs are time 
savers for both dealer and con- 
sumer. The new packaging process 
simplifies warehousing, eases 


er toy Ate 


maintenance of full-shelf inventory, 
varies eye appealing merchandise 
and eliminates confusion. Sylvania 
Lighting Products Div., Sylvania 
Electric Products, Inc., Dept. HA, 
Salem, Mass. 


Item 37 
New one-piece pulleys 

These new pulleys by Gates are 
bored-to-size, with a _ spun-rolled 
rim, each made from single discs 
of cold-rolled steel. One-piece con- 
struction eliminates welding and 
heat distortion. No balancing is 








being a 


off in EXTRA PROFITS! 


The old saying—“Them who has— 
gits,” certainly applies to the pro- 
gressive dealer who stocks and sells 
the UNION line. He gives customers 
what they want .. . gets extra dollar 
volume, extra profits in return. 


Dealers wise find it pays to UNION- 
ize with the most complete line of 
all-steel chests available today in 
sizes and styles to meet all customer 
requirements. How about you? 


7817 MECHANICS’ 
TOOL BOX P 


41011 CASH 
and BOND BOX 


4U-12 
PARTS 
| CABINET 


JOBBERS! 
DEALERS! 
Write for 
Catalog 
and 
Prices 


MT-7 


UNION Sitet cuest corp. 


YORK 
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WISSOTA Want more details? Just circle item number on p. 137 
TOP QUALITY 
TOOL and SICKLE 
GRINDERS 


and Abrasive Wheels 





and No. 508 is wax-impregnated 
felt, chromate treated, and pro- 
tects against corrosion and fungus. 
The tapes are used for sound-dead- 
ening, cushioning, dust and mois- 


» FOR SHOP, GARAGE 4 
® HOME WORKSHOP 4 
e AND FARM! q 


STOCK THE FULL WISSOTA LINE... | 
. YOU'LL SELL ‘EM! 


DISPLAY 'EM .. 


NEW ELECTRIC gan GRINDERS | 


Heavy Duty 4%, 1/3, Ve H.P. peters. 
Chisel Grinding Attachment amith 4 & 1/3 H.P 
Easy Access to r= of Grinding Wheels. 





Ball Bearing . . . Top Quality Vitrified Wheels. 














WISSOTA GRINDERS 
¢ NEW, HEAVIER FRAM 
° NEW, WIDER WHEEL SPREAD! 
Fill exacting needs of your most particular cus- 
tomers at the right price. om full line of belt 
driven sickle and tool grinder 
Also Hand Operated Tool on Sickle Grinders. 





New SAW MANDRELS ‘Doles! 


¢ Ball Bearing type available with single or double 
threaded ends. 
* Pillow Block ‘type oa end pulley. Also center 





pulley. A Complete Line! 





MADE | 
MODERN 
WHEEL PLANT 


WissoTa 


TOP QUALITY, 


VITRIFIED 
ABRASIVE WHEELS 
and SICKLE CONES! tools, sections 


Uniformly Madel and the pnenater. 
Ask Your Jobber or Write ‘Dept. 


Sefer for good 


MANUFACTURING COMPANY 


MINNEAPOVIS 4 MINNESOTA 
Want more facts? Circle 163, p. 137 
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necessary. A complete line of the 
light-duty pulleys are available, in 
diameter and sizes, up to 14 in., and 
bore sizes from % in. to 1 in. Gates 


_ Rubber Co., Dept. HA, Denver, Colo. 


Item 38 
Bird, game call display 

Olt’s Dura-Rack, made of bronze- 
plated wire, is 10 x 11 x 15 in. and 
displays 24 bird and game calls. 
The pre-tested stand is attractive, 


_ durable and will have point-of-sale 


impact on traffic patterns of every 
type. Philip S. Olt Co., Dept. HA, 


| Pekin, IU. 


Item 39 
Pressure sensitive tape 


Presstite’s pressure sensitive felt 
tapes adhere to most clean sur- 
faces. Tapes are easily applied by 
hand. No nailing, tacking or strip- 
ping is necessary. No. 500 tape is 
untreated felt with adhesive on one 
side; No. 505 is asphalt treated, 


ture seals, anti-squeak and insula- 
tion. Presstite - Keystone Eng.., 
Dept. HA, St. Louis, Mo. 


Item 40 
6-unit electrical display 


This newly designed six unit 
display is for Vocaline’s Perma- 
Plug. Product benefits and uses in 
the home are featured on the card 


along with six-mountec Perma- 
Plugs. Can be used on racks or as 
a counter display. Vocaline Co. of 
America, Dept. HA, Old Saybrook, 
Conn. 


Item 41 
Snow shovel display rack 


Snow tool display problems may 
pe avoided with this Yo-Ho snow 
shovel floor displayer, which holds 





up to 11 shovels and pushers. It’s 
made of 16 gauge steel and re- 
quires less than 3 sq ft of floor 
space. May be moved to various 
store locations or placed on top of 
counter. Yeoman & Co., Dept. HA, 
Monticello, Iowa. 


Item 42 


Dual purpose night light 

GE’s Luminescent Nite Lite has 
no bulb to burn out or filament to 
heat up. The 1/10-watt unit has a 
rated life of 15,000 hours and will 
operate several months for the cost 


of a penny. Three outlets are 
around the frame of the light. 
Swivel prongs turn back or out to 
permit light to be plugged in any- 
where. Suggested retail price is 
$1.39. General Electric Co., Dept. 
HA, Providence 7, R. I. 


Item 43 
Closet tank balicocks 


Mansfield 07 anti-syphon ball- 
cocks are offered in six lengths to 
fit all types of closet tanks. Noise 
and splashing are eliminated by 
silencer and bottom outlet. Whine, 
whistle and chcitter are prevented 
by quick shut off and PVC hush 





























In this new catalog 
any plier your customers want 











Here is a catalog with 24 pages filled with pliers of every 
description—side cutters, oblique cutters, long nose cut- 
ters, shear cutters, end cutters—a style, size and type for 
every conceivable job. Included are the new Klein midget 
patterns, hardly longer than a package of cigarettes— 
ideal for electronic work or model making. A copy of this 
catalog should be in the hands of every hardware store. 


WRITE TODAY 
Catalog 103-A, listing and describing scores of Klein 
Pliers, will be sent on request. 


; Foreign Distributor: International Standard 
“Since 1857" Electric Corp., New York 


— Ti) 
So McCORMICK ROAD » CHICAGO 45. ILLINOIS 
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Item 44 
Illuminated Christmas tree 


This decorative illuminated 
Christmas tree by Mirro Aluminum 
provides a holiday atmosphere for 
the home. The tree is 18-in. high 
and consists of six bright alumi- 
num cones placed on a vertical 
frame. A 7%, 10, 15 or 25-watt 


tube. Ten, 1114, 12%, 14, 15 and 
16-in. sizes are packaged individ- 
ually in corrugated box, 24 to a 
master carton. Shipped complete 
with 9-in. rod, 8-in. refill, cast- 
brass lock, coupling nuts and cou- 
pling nut washer. Mansfield Sani- 
tary, Inc., Dept. HA, Perrysville, 
Ohio. 





THERE IS NO OTHER 
DOOR CLOSER LIKE THI 


ILLINOIS 
GLIDRAULIC 


PATENT PENDING 














NEVER A BOUNCE... 
NO HEEL CATCHING... 
always a gliding close. 


iT iS FILLED WITH 
HYDRAULIC FLUID. 
not air! Sealed fora lifetime. 


MORE POWER 
AGAINST THE WIND. 
No siam! No bang! 









































HEAVIER f ROD 
FASTENS TO DOOR... 
better pulling power 


Petrie DOUBLE NEVER RE UIRES 
LATCHING POWER... ADJUST TS. 
Pulls i tight! seceta Sav avails. 








vv yY 





GUARANTEE 

















ALL 7 one HEAVY SAME CLOSING ron YEA 


15 TEE 
DUT > AS IN COMMERCIAL. 1S CALL BACK INSURAN Bes 
with Baked Enamel Finish, Expensive closers. 


PECSAULIC MODEL 10 Suae vue MODEL 15 GLIDRAULIC MODEL 20 
r Storm and Screen Doors for 1 1%" Jalousie and designed for interior doors in 
4 to 1%" thick.. retail $595 Hollywood Doors. retail $595 offices, homes, schools, etc. 
Similar to Models 10 and , 
retail $795 
Write now for catalog and specifications 


sm foe on ee, 2 O) be OO] OF, Gal on oF 


Manufacturers of Cabinet Locks, Padlocks and Glidraulic Closers. 
301-11 W. HINTZ ROAD °¢ WHEELING, ILLINOIS 
Want more facts? Circle 165, p. 137 
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diihdeel white or see ‘light bulb 
provides the illumination which is 
transmitted through perforated de- 
signs in the cone. Retails for $3.95. 
Mirro Aluminum Co., Dept. HA, 
Manitowoc, Wis. 


Item 45 
New line of metallic paints 


This new line of Spray-O-Namel 
metallic paints give an authentic 
plater’s finish to wood, glass, metal 
and china. They provide a low cost 


way of refinishing lamps, fixtures, 
furniture, antiques, etc. Available 
with a color card showing the nine 
colors in the line. Jllinois Bronze 
Powder Co., Dept. HA, 2023 S. 
Clark St., Chicago. 


Item 46 
Auger-type snow remover 


Homko’s Snow Husky No. 5342 
is an all-steel auger type snow 
gatherer and expeller with a 2-way 
chute. The chute is adjustable for 
throwing snow right or left up to 
20-ft away and 10-ft high. It has 
a 214-hp engine with recoil starter, 
heated carburetor and_ shielded 
spark plug. The engine is com- 
pletely enclosed to eliminate freez- 
ing of gas line, starter and other 





parts. Easily stored in average Item 49 


auto trunk, the Snow Husky retails Deluxe horizontal jet pumps 
for $109.95. An 18-in. model, the 


Snow Mule No. 5351 retails for The Rapidayton aarp line 
$179.95. Western Tool & Stamping of deluxe horizontal jet eT we 
Co., Dept. HA, Des Moines, Iowa cludes shallow well, convertible and 
a deep well models. All pumps fea- 
ture open, separate motor. mount- 

ing brackets for quick and easy 

motor or pump head removal; self- 

Item 47 priming Quadvolute pump body; 
Dinnerware for juniors shell-cored castings with micro- 
smooth water passages, and inter- 


Oneida’s junior set combines a (Continued on page 140) 


three-piece set of stainless in its 
Accent pattern, along with a break- 
ai re babd 1 . 





ae 
Be cia i 
Tse 


Shes ey 
ey 
4 


Sandvik Saws serve the 


resistant 6 in. bowl and 7 in. plate 
in Melamine with colorful clown 
decoration. The set retails for 
$4.95 in handsome gift box. Two- 
piece baby set, retailing at $2.95, 
also available. Oneida Ltd., Dept. 
HA, Oneida, N. Y. 





Item 48 

Garden tools merchandiser 
This 13 x &-in. counter or wall 

display contains 24 Good Earth 

plastic handle tools. The handles 

are unbreakable and shaped to fit 

the hand. Polished steel blades are 


Traditional Swedish Craftsmanship 


. is built into every fine Sandvik hand 
OTHER PRODUCTS saw. Blade of Sandvik Swedish Steel, 
SANDVIK OFFERS recognized the world over for its excep- 





FILES Recommend, stock and display Sandvik 
CHISELS hand saws, because when you offer Sand- 


vik you are offering the best. 
PLIERS 
rust and tarnish proof. The mer- 


chandiser weighs 12-lbs and has 6 SCYTHES 4 ir S d ik 

trowels, 6 transplanters, 6 weeders, all made : A an Vi STEEL INC. 
3 forks and 8 cultivators. Great from the finest yn Saw & Tool Division 

Neck Saw Manufacturers, Dept. Swedish Steel! 
HA, Mineola, N. Y. 





41702 NEVINS ROAD, FAIR LAWN, NJ. 
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These National Hardware Show Stoppers 
can mean extra profits for you this Christmas! 


BERGER 
Lwin-poinl 
RETRACTA-BOB 





o* 


’ 
4f 


- TAKA 











SIGHTING LEVEL THAT DOUBLES AS SURFACE LEVEL-This handy pocket level ONLY ALL-NEW PLUMB BOB 
has instant appeal for the homeowner, hobbyist, family handyman, do-it-your- DESIGN IN DECADES 
selfer, gardener, carpenter, builder and many more who shop in your store 
every day. Low enough in price to be an impulse item, yet it’s a real precision 
instrument that’s finding its way into tool kits everywhere. Levels everything 
in sight—around the house and on the job. It can lay out a patio or level a hi-fi 
console, line up a fence or square off a brick fireplace. Dozens of other uses, 
too. It’s an ideal gift item with a ready-made market proven on hardware 
counters all over. 

Made of impact-resistant aluminum. Wide field of view. Machine registered 
reference lines. Fully protected level vial. Flat platform surface sits firmly, no 
rolling. Built-in sun shade shuts out glare. Simple to use. 


You ve never seen another plumb bob 
like it. There is none! And builders, 
carpenters, landscapers—everyone 
who's ever used a plumb bob, will 
spot its newness on sight—buy it that 
fast, too. 

Because all these features of the 
Berger Twin-Point Retracta-Bob are 
wanted features: Reversible hardened 
steel point retracts on impact; spring 
Handsomely gift packaged in a re-usable plastic case. absorbs shock. Usable at either end. 
Replaced quickly in the field without 
tools! Slim design simplifies sighting 
| Only $3.85 retail. even at sharpest angles and reduces 
wind sway. Solid brass. Point is per- 
fectly centered; bob perfectly bal- 
anced. Automatic stop permits 
scribing. Removable cap—large cord 
Self-service, self-selling 6-pack storage capacity. One size point fits 
counter display tells every feature all sizes of “Retracta-Bobs”. 
clearly and convincingly. Designed 
to make the sale on the spot. FREE Retail Price: 12 oz. size $3.95 
with every six levels. 16 oz. size $4.50 








You gross $18.48 on every dozen 
at a cost of only $27.72 


Your gross profit on 12 oz. size is 
$15.80 per dozen. Your cost, $31.60 





ted IF YOUR JOBBER CAN'T SUPPLY YOU, MAIL THIS ORDER FORM TODAY! ee 
C. L. BERGER & SONS, INC. soon ' On 16 OZ., gross profit is $18.00 per 

[ 

[ 





55 Williams Street, Boston 19, Mass. dozen — your cost, $36.00 


All prices net F.O.B. factory, Boston, Mass. 
*T.M., Pat. Pend. 


COMPANY 





Please ship the following: 








single 6-pack at $15.40 5 ee 
___dz. 12 oz. Retracta-Bobs at $31.60 per dz. “""” nee IMMEDIATE DELIVERY 


__dz. 16 02. Retracta-Bobs at $36.00 per dz. © MY JOBBER’S NAME IS = Gino © cond & on Che Conetmas rene 
___Sample Pack (3 each size) $16.90 nae STATE i 


ee a eT ETN ES ARIES TER A 


Want more facts? Circle 167, p. 137 
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Table of 
PRINCIPAL IRON, STEE 


Used in the manufacture of 
From 1899 


—_ Notre: Prices under the heading “March 21, 1919 
U. S. Steel Corp.’s prices (to which they adhered stric 
lowed by the independent mills. Two sets of prices are sh 
markets prevailing on certain steel items. In such instance 
the one adopted by the U. S. Steel Corp. and the other pr 
market. These two markets were caused by the Steel Corp. 

March, 1919, while the outside market was regulated to a co 


EXPLANATORY NOTE OF PRICES 
Items 1, 2, 3, 4 and 6 represent dollars per gross ton 
(2240 lbs.) 


Item 5 represents dollars per net CWT (formerly 
quoted per gross ton). 


Items 7 to 19 represent dollars per hundred pounds. 


Item 20 represents discounts from price list which 
would need to be consulted. 











a Nore: Hardware Age presents herewith the revised 1960 edition of the Table of Market 
Values of Iron and Steel, wire and other Metals Used in Hardware Manufacture. The editors 
of Hardware Age express their appreciation to Oliver Brothers, Inc., compilers of this data, for 


permission to publish this chart. Attention is particularly called to the long price movem 
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with or fixed by the Government on a majority of these item 
the Armistice. Then there was a “marking time” or gradual 


Col. No. 13 16 17 18 19 20 21 22 


Sept. | Sept. 
i927 | i929 
17.11 | 18.8 
20.11 
18.00 
aoe” ened 33.00 
ave. "10800 ; 43 .00 

35.50 12.50 

~~ 1.78 


Ave. 4.50 
-— . 1.78 
1.78 


2.00 
Ave. 9. 
3.00 


1.90 
an ‘se . : . : 2.00 

3.85 
3.20 


High 8.75, ; 10+ 2.85 
2.50 





Price . | The Peak . Dec. 
Based, 1900 8 | July 1922 
F.O.B. | 1917 


April 


Materia! 1923 








High 54. 
Ave. 3.58 
High & 
Ave. 55.00) 


High 56.95 
Ave. 56.45 


Youngstown 
Chicago 
Pittsburgh 


Pig Iron, Basic 24.90 

















Foundry Pig Iron, No. 2 











_ 
wo 


Bessemer Pig Iron 




















Steel Billets, Bessemer... . Pittsburgh 


bo 
~J 
Li) 
ro) 


























Wire Rods Pittsburgh 

















_ 
o 


Heavy Steel Scrap........... Chicago 

















Merchant Steel Bars... .. . Pittsburgh 


























Tank Plates Pittsburgh 

















g|3\8/s/s/3\s/s! 


Structural Material. Pittsburgh 


Steel Sheets, No. 24 Black. Pittsburgh 




















_ 
=) 














_ 
_— 


Steel Sheets, No. 24 Galv... Pittsburgh 


Ave. 7.75 
High 10.50 ! 204 3.80 
3.35 


Ave. 1000 
2.65 




















Barb Wire —Galv 
Wire Nails, 20/d......... 


— 
bdo 


2.80 .60 
2.20 . 90 


————— 


Pittsburgh High & 4.10 


Ave. 4.85) 














_ 
w 


. Pittsburgh 


-oee 3.25} 

















High & 


_ 
rs 


Cut Nails, 20/d Pittsburgh 


1.96 


.06 


moi nwmoi nw! @; nN; i | 


ie) wi wl el es) eS] oe 


ee ee ee ee ee 





New York 


rs 
Oo 


Copper, Ingot 


16.75 


11.66 


bo 
w 


12.87% 


14.26 





_ 
ao 


Spelter —Zinc 





_ 
~j 


Lead—Pigs 


4.02% 


5.25 


o 


4.35 





4.321% 


4.10 


o 


4.40 





_ 
oc 


Tin—Pigs 


30.76 


25.00 


a 
tS 


27.20 





— 
wo 


Tin Plate Pittsburgh 


4.65 





4.00 


3.70 








id 
oO 


Steel Pipe® Pittsburgh 











70% 


67% 











74% 








6. 


ee 


4.45 


44.60 








16.90 


Oo 


7.06 


4.20 | 


50.45 


3.40! 3.60 
81% | 80% 


ee ee ee 





— 
bo 


Ave. 4.50 








5.45 


28 . 90 


5.70 


6.85 








8.65 


18.48 


18.05 


3.00 


2.80 








8.39 


7.76 


14.46 


14.187 


13.06 








3.74 








High 65.00 
Ave 50.60 


10.66 





62.60 


6.89 


8.25 


7.13 


7.36 





7.423) 6.22 











3.50 


18.00 
8.50 


54.81 


44.65 


8.06 


8.622] 6.05 








7.00f 





807% 














42% 











6744% 


700 
9.00 


37.70 


45 .¥3 


68.923} 61.49 


45 .38 





4.75 


5.74 


5.50 








5734% 
A% 





66% 





63% 





62% 





62% 





5.25 


or 


62% 





Col. No. 





10 


13 


16 


17 


18 


19 


20 


21 


22 


# New discounts are an average applying to sizes %” to 3’ 





alues of 


WIRE AND METALS 


ardware & Kindred Lines 
to 1960 


and those marked by dagger (+), represent the 
ly) and which prior to NRA were customarily fol- 
pwn for Sept., 1920 on the chart because of the two 
s the upper price in each individual box indicates 
ce indicates figures that were secured in the open 
aintaining the prices suggested in Washington in 
siderable extent by the law of supply and demand. 





Published by 
HARDWARE AGE 


The Hardware Dealers 
Magazine 


Compiled by 
OLIVER BROTHERS 


Information and Buying 
Service for Wholesalers 


421 Canal St. 
New York City 13 


Chestnut and 56th Sts. 
Philadelphia 39, Pa. 











99 


advancing again by leaps and bounds until July, 1920. This was the turning point of the greatest inflationary 
movement we have yet witnessed, which was followed by the Post-War deflation culminating early in 1922. Per- 
haps more remarkable, however, was the steady recession in prices from April, 1923, to September, 1929, when 
production was steadily mounting, together with profits, to record heights. 


The March, 1933, figures represent the period of the culmination of the banking crisis. Those for August, 
1933, are the first Steel Code prices under the NRA filed Aug. 29 of that year. The June, 1938, figures reflect the 
drastic price cuts announced near the end of that month when the basing point system was broadened by the ad- 


dition of many new market centers, and differentials in price at the various basing points were eliminated or 
modified. 


pnts starting in April, 1915, advancing steadily until 
l recently. In November, 1917, prices were agreed 
. The strong market continued until the signing of 


The 1941 to 1946 prices marked (*) are based on ceiling prices established by Government Price Adminis- 
easing off until late 1919, when the market began 


trator or later by OPA. 
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FREE CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 


postage as a service to readers. Your request will be promptly passed 
on to the manufacturers involved. 


Print name and address carefully. This special Post Office Box address is for Quick Check Postcards 
only. Address all other mail to HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Penna. 


HARDWARE AGE: | want details circled: 
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HARDWARE AGE 
Post Office Box 60 


Village Station 
NEW YORK 14, N. Y. 


Front cover Second cover 
Third cover adv. Back cover adv. 


BUSINESS REPLY MAIL 


No postage 








Street 
City . 
State 


My wholesaler 
Wholesaler’s address 


Card is valid 8 weeks only 
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N. Y. 


PERMIT NO 


New York 


HARDWARE AGE BUYING CHECK LIST 


A quick, easy way to keep up to date 


> Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 
the largest listing of new items of any hardware magazine. 


BP You must keep posted on these new ideas if you want to 
keep your store profitable. HARDWARE AGE makes it easy 


for you to keep posted by using this Free Quick Check 
Postcard Service. 


> Circle the numbers on the card below that correspond 
with the numbers under the new items in this Buying 
Check List and under the advertisements. We will promptly 
forward your request to manufacturers and you will receive 
from them the latest information available. 


B Remember, with competition so strong, you must keep posted 
on everything that will help you do a better selling job. 
Be sure to also check with your wholesaler about new items. 


GET THE LATEST INFORMATION BY USING THIS POSTCARD. 
PRINT NAME AND ADDRESS CLEARLY AND MAIL TODAY 


i el 
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DEVCON’ PaO NI 


tHe epoxy “SUPER GLUE” 


the dual-purpose material — 
provides tremendous bonding 
power for any repair — also, ideal 
for all porcelain and appliance 
repairs — hardens to a 

glossy white finish. 


Plastic Steel 


the original epoxy repair 
material with over 
1,000,000 uses for permanent real rubber in semi-paste 
oa) home, farm, auto, boat repairs. form for all kinds of 
Available in box or blister package. flexible repairs. 
Recommended where great 
strength is required. 


ni = — 
DEVCON § LIQUID Umit DEVCON CTEEL 


° Pa 
d. UminumM for quick, easy repairs to = ; 


real aluminum in paste form — : é Sf oF furniture, toys or any damaged 


immediate repairs right from the ° aa metal, wood, concrete or glass 
tube. Seals, fills, cavlks — Tos materials. Can be finished to any 
will not rust. metallic coloring. 


Why stock a multitude of different types and 
NOW AVAILABLE! 


Here’s the new compact, 
revolving Devcon Repair Center 
ae offered FREE to you in 

single source of supply for proven quality of } combination with 24 packages of 
products. Devcon backs your sales efforts 4, | famous Devcon repair materials. 


with extensive national advertising and : Get in touch with your wholesaler 


- publicity — LIFE, READER’S DIGEST, etc. — ee ve 7 apd oe 
ae | this self-service merchandiser 


that spurs impulse buying. 


makes of repair materials when the 5 Devcon 
Repair Materials will complete every home, 


auto, farm and boat repair job. Here is your 


as well as a wide variety of free sales aids. 


Contact your wholesaler or write | f r 
the factory direct for fuli details \4 BD) afore) 010) 54518 RATION 
on the Devcon profil package... | on 
every item gives you a full ty : 
40% prefit! : 


; maleliae) si Street, Blelahaat MAass 


2 >. 


> ©. 
LA 
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The most profitable 4 square feet in your store! 


TRADE MARK ‘ | 


the complete line of paint sundries! 


herve repair and | ~ 
decorat’ ng reeds 


enn | 





You get easier paint-sundry sales because this de luxe 
merchandiser puts every product in view—builds self- 
service sales and profits fast. Single nearby source keeps 
your inventory at peak efficiency. Place one order— 
save on freight costs. Full 40% profit every sale—rapid 
turnover, too. 


New Dexall products are distributed by The Sherwin- 
Williams’ Co., Cleveland. Acme Quality Paints, Inc., 
Detroit. John Lucas & Co., Inc., Philadelphia. W. W. 
Lawrence & Co., Pittsburgh. The Martin-Senour Co., 
Chicago. The Lowe Bros. Co., Dayton. Rogers Paint 
Products, Inc., Detroit. Write your nearest distributor 
for details. 





DESHLER PRODUCTS, INC., Deshler, Ohio 
Want more facts? Circle 169, p. 137 


BUYING CHECK LIST 


Want more details? Just circle item number on p. 137 





ped with table that tilts to 45 de- 
grees. Shopmaster Div., Energy 
Mfg. Co., Dept. HA, Monticello, 
Iowa. 


changeable wear parts among mod- 
els. A choice of bronze or galva- 
nized ejectors is also offered. Tait 
Mfg. Co., Dept. HA, 500 Webster 
St., Dayton, Ohio. 


Item 50 
Sliding door locks display 


Here’s the newest addition to the 
Kwikset line of point-of-purchase 
display mounts. Called the No. 
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1-083 Sliding Door Lock Mount, it 
demonstrates the sliding and lock- 
ing functions of the passage and 
privacy locks. Customers can slide 
the locks back and forth on a hard- 
wood groove in the mount base. 
Finished in black, mustard and 
white. Kwikset Div., American 
Hardware Corp., Dept. HA, 516 E. 
Santa Ana St., Anaheim, Calif. 


Item 51 
Combination sanding tools 


These combination belt and disk 
sanders are for use on wood, metal 
and plastics. The SR-5600 (bottom) 
has a 4-in. belt and 5-in. disk; 
SR-1000 has 6-in. belt a~nd 10-in. 
disk. Both are heavy cast with 
self-lubricating bearings, and are 
adjustable to horizontal or vertical 
belt positions. Exposed cylinder 
end permits sanding curved and ir- 
regular shapes. SR-1000 is equip- 


Item 52 
72-compartment bolt bin 


This handy size bolt bin can be 
used for storage of fasteners, cap- 
screws, nuts, washers, bolts and 
other small parts. The bin is 42-in. 
high x 36-in. wide x 12-in. deep 
Compartments are 44% x 4% x 
12-in. deep. It’s made of heavy- 
duty steel with all-weld construc- 
tion. The bin comes in standard 





ot 
New Dexal! Hold-Tite Giue 
— Tremendously strong 
white glue. All-purpose, 
dries clear. Squeeze bottle. 


New Dexal! Patching Paste 
— Ready-mixed, smooth- 
finish, spackling com- 
pound. 


New Dexall Wood Bleach 
— Fast working, easy to 
use — for fine furniture 
refinishing 


New Dexall Glazing Com- 
pound — For wood or 
metal sash. Remains elas- 


7 


“ 
ft 


tic, will not crack. 





NG 


aS 
CAULICINE 


New Dexal!l Wood Patch — 
Actua! wood, nonshrinking, 
in paste form. Six natural 


wood colors. 


hand clean®! 


New Dexall Tack-Rag — 
One wipe picks up dirt and 
dust. Marvelous aid to fine 
painting. 


New Dexal! Preparite — 
Liquid sanding aid quickly 
cleans and dulls enameled 
and varnished surfaces. 
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New Dexal! Anti-Rust Lu- 
bricating Oil — Aerosol- 
packaged, high-quality oil 
for hard-to-reach places. 





green, with other colors available 
on special request. Durham Mfg. 
Co., Dept. HA, 210 Main St., Dur- 
ham, Conn. 


Item 53 
Easy to install plumbing 


This Plumb-E-Z Home Plumbing 
Kit is made especially for the home 
handyman. Each item is complete 








with parts and instructions. No 
special service is required for in- 
stallation. Dozens uf suggested ap- 
plications and simplicity of use 
mean repeat sales. Plumb-E-Z Mfg. 
Co., Dept. HA, Elmwood, Conn. 


Item 54 
Invisible table hinge 


The Selby No. 417 table hinge 
provides flush joints with flap up 
or down. The hinge is made of 
0.095 cold rolled steel with auto- 
matic 90-degree stop to prevent 
dropped leaf from swinging. Can 
be used on tables of any size and 
board thickness. Selby Furniture 
Hardware Co., Dept. HA, 11 W. 
17th St., New York 11, N. Y. 


Item 55 
Wood-grained cabinets 


These kitchen cabinets are made 
of rosewood-grain Pionite plastic 
on %-in. Nova-Ply. Beige and 
Rancho Mahogany finishes harmon- 
ize or blend with all interiors and 
decorating schemes. Pionite units 
include built-in oven, range, sink, 
and various sized hanging cabinets. 
Cabinets clean easily with damp 
cloth, and are stain, heat, cold, 
alcohol, acid, and vermin resistant. 
Other features are warp-proof 
shelves, easy opening doors plus 


eae é 
"She » 
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Antique Copper hardware. Wood 
Products Div., Standard Steel Cabi- 
net Co., Dept. HA, 3701 Milwaukee 
Ave., Chicago, Ill. 


Item 56 
Food crisper and saver 


This Crisperchest food crisper 
and saver is made of unbreakable 
polypropylene. It is refrigerator 
white and has a see-thru crystal 
cover. The high gloss finish resists 
stains and remains new looking af- 
ter continued washing with strong 
detergents. The Crisperchest has a 
capacity of approximately 700 cu in. 
Other refrigerator boxes available 
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NOW! 


Buy any 90 

1-8 Ib. ATLAS 
packages (.°".) 
and this PROVEN 
PEGBOARD 
MERCHANDISER 





GET 10 
PACKAGES 
FREE! 


The fast-selling ATLAS line of tacks, brads, nails, and other popular 
items will move even faster displayed in this proven aid to sales. 
Order a Handy Dandy assortment today. 








HERE’S HOW IT WORKS 


Dealer Cos? Retail Valve 





90 packages @ .075 $6.75 
Merchandiser (at cost) 1.50 
10 packages FREE 


$8.25 
Dealer Profit 45% — $6.75 
Shipping Weight (100 packages with display) 13 Ibs. 

















Atlas u« 


FAIRHAVEN, MASS. « HENDERSON, KY. 


Want more facts? Circle 170, p. 137 
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BUYING CHECK LIST 
Want more details? Circle 


are the Frigid-Tainer, 180 cu in.; 
Mini-Crisper, 105 cu in., and the 
Crispy Box 110 cu in. Tri-State 
Plastic Molding Co., Dept. HA, 400 
N. Wells St., Chicago, Ill. 


Item 57 
New lantern assortment 


Six fast selling Eveready 
weatherproof lanterns are shown 
on this new space-saving display by 
Union Carbide. The No. 50 assort- 
ment contains three Captain lan- 
terns, two with flasher arm, and 
three Big Jim lanterns, two with 
flasher arm. The free display is 
24-in. wide and 29-in. high. Can be 
used on counters, floor or in store 
window. Union Carbide Consumer 
Products Co., Div. of Union Car- 
bide Corp., Dept. HA, 270 Park 
Ave., N. Y. 17, N. Y. 


Item 58 
Double-duty nail puller 


This new twin purpose claw bar 
is the newest addition to the Dasco 
line of Targethead tools. The bar 





Item number on page 137 


is a combination implement with a 
cat’s paw type claw at 90 degrees 
on one end, and a straight nail and 
spike pulling blade at the other. 
The claw bar, No. 132, is 12-in. 
long and has a 1%-in. wide blade. 
Retails for $1.98. Damascus Steel 
Products Corp., Dept. HA, Rock- 
ford, Il. 


Item 59 
Aluminum shutter display 


Here’s an aluminum shutter dis- 
play that is compact and light 
weight. Features an actual shutter 
section in Gloss Green along with 


na ~ tees oe, 


{ >. 
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color samples of the other three 
available baked enamel finishes. 
Dealer cost is $4.17. Leigh Build- 
ing Products, Div. of Air Control 
Products, Inc., Dept. HA, Coopers- 
ville, Mich. 


Item 60 
Sanitary drain cleaner 


One N-Zyme treatment a month 
for bathroums, and one a week for 
kitchens keeps equipment bright, 
triples life of septic tanks and 
makes all plumbing systems last 
longer. N-Zyme comes in a box of 
12 pre-measured packets for night 
time dropping into kitchen sinks 
and bathroom fixtures. It doesn’t 
boil up or fume, and is no danger 
to children or pets. A box of 12 
packets retails for $2.95. O-Cedar 
Div., American-Marietta Co., Dept. 
HA, Chicago, Ill. 


Item 61 
Water purifying cartridges 
Wantz Kleensteam purifies water 
from the tap, providing the min- 
eral-free chemical equivalent of 
distilled water for steam irons, 
African violets, auto batteries, 
photo developing solutions, baby 
bottle sterilizers and vaporizers. 
The economy bonus back contains 
six Triple Guard Kleensteam car- 
tridges and one Waterflo cylinder 
with instructions. The bonus packs 


retail at $2.98 each. Illinois Water 
Treatment Co., Dept. HA, Rock- 
ford, Ill. 


Item 62 
Lightweight drawer slide 

Knape & Vogt’s under-drawer 
slide No. 1150 is space saving and 
lightweight. The slide will hold up 
to 50-lb without sagging when 
fully extended, and all hardware re- 


mains completely concealed. Nylon 
rollers give smooth operation and 
long life, and built-in stops prevent 
accidental removal of drawer. 
Comes in 17, 20, 22 and 24-in. sizes 
which can be cut to fit other size 
drawers. Packed 10 pairs to ship- 
ping carton with screws and in- 
structions. Knape & Vogt Mfg. Co., 
Dept. HA, 658 Richmond, NW, 
Grand Rapids, Mich. 














BUY THE 


NEW POPULAR PRICED 


POWER SPRAYER 


for 


JET 

POWERED 
SPRAYER 

PROFITS 


, 
~ 
. 


HS 


TROJAN 


This latest advance in smoother 
pulse-free power spraying gives 
you a new high in safe, easy, 
low cost operation. And, here’s 
performance and price that sells 
your customers, especially when 
they know TROJAN has been 
proved in your own operation! 
© Self-priming 3 G.P.M. pump. 
@ 214 H.P. Briggs & Stratton 
Engine. 
@ 10 gal. bonded corrosion- 
resistant tank. 


BUY THE COMPLETE LINE 


fa 
oe: 


“*Spartan’’ 


4 a 
15-30 gal. cap. 


Compressed 
Air Sprayers If er 
1-1/2, 3-3/449 bys. 


gal. cap. 


4 Continuous 
Type 
Hand 

Sprayers 


“Cyclo- 
Junior’ 
Crank 

Dusters 


» NEW CATALOG 
shows complete line of 
3 Bean-Oakes spraying 
»4@. and dusting equipment. 
| Clip coupon now! 


OAKES MFG. CO. tn 
An operation of 

Food Machinery and Chemical Corporation 

Box 2017, Tipton, Ind. 


Send new Sprayer Catalog 
NAME 














ADDRESS... vga 
CITY ZONE 
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Why not make Oye . 


Outdoor Shop is a warm weather salesmaker. 


Are you up against the decision: Do you pack up your toy department for storage 
after Christmas? It could be that you are making 


Clear out toys after Christmas or a serious mistake that is costly in profits and cus- 
tomer relations. 


keep the section going all year? During the Christmas shopping days most hard- 
ware stores feature a toy department. But what hap- 


Here are ideas to help vou decide. pens after Santa Claus has come and gone? 
; After the excitement of Christmas and the novelty 
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all year ‘round? 


Interest in the Hobby Shop runs high all year. 


of the holiday toys has worn off, there are 11 other 
months of the year. 

There is a demand for toys during the entire year. 
Customers, asking for them often have to be told 
that everything has been stored away until next 
Christmas. 

This is not true at Lowe’s Hardware, Ogden, Utah. 
Management decided a couple of years ago that it 


might pay to have a permanent toy department. It 
would be “toy time all year.” This theme has proved 
a success, with each year bringing in a substantial 
increase in profit. 

Now in its third year, Lowe’s permanent toy de- 
partment has become well known through newspaper 
advertising, spring and summer displays of toys in 

(Continued on next page) 
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ACVASPITING 
Why not make it 


all year round? 


the large front window. And best of all, through 
recommendations of satisfied customers. 


After careful thought and discussion, management 
decided the best place for this department would be 
where it is not surrounded by other departments, on 
the second floor facing the elevator. With wide aisles 
and uncluttered displays, :the customer is able to shop 
in leisure and without confusion. 


During the Christmas season there is enough room 
to double the space. More salespeople are added to 
the personnel. These are carefully selected and given 
special training to learn the stock, prices and where 
located. 


Mrs. Dorothy Call, a young grandmother who loves 
children and knows toys, was chosen as manager to 
set up the department. Her assistant, Mrs. Pearl 
Dunn, is also on hand at all times. 


During the year these two attractive women are 
sufficient. Customers, if they wish may serve them- 
selves by bringing their purchase to the cashier’s 
desk. If they prefer to be served, Mrs. Call and Mrs. 
Dunn take care of their needs. 


It cannot be stressed too strongly that the per- 
sonnel in a toy department has much to do with its 
success. 


“At first,” says Mrs. Call, “only a basic stock of 
toys was carried. Dolls, play school lines, games, 
books, trucks and wagons and small small items as 
balls and guns were carried. But as the department 
became known it was necessary to add a larger and 
more varied selection.” 


The permanent toy department, being square, is 
divided into shops, located in the corners and along 
the walls, above which are appliqued plyboard cutouts 
in colors of nursery and Walt Disney characters. 


The segregation of toys into shops has proved effec- 
tive in providing an easier and simpler way for cus- 
tomers to go immediately to the shop carrying what 
they are looking for. 


In the center area are bicycles, tricycles, wagons, 
trucks, outdoor games and children’s backyard tents. 
Also in the center, is the cashier’s desk and wrapping 
counters. 
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(Continued) 


Customers have expressed their appreciation of 
the housekeeping cleanliness in which the toy de- 
partment is kept by Mrs. Call and Mrs. Dunn. Every- 
thing looks spanking clean as though it had just been 
unpacked and put on display. 


Dolls, books, games and do-it-yourself kits are 
popular all during the year. In the spring and sum- 
mer months outdoor play equipment, such as gyms, 
swings, slides, teeter-totters, wading pools of all 
sizes and rubber water toys have a large sale. 


In late October and November, customers have toys 
laid away until Christmas. This eliminates a last 
minute rush and the toys are fresh and unhandled. 


One of the more profitable sections is the Hobby 
Shop. Here are the chemistry and physics sets, tele- 
scopes, do-it-yourself kits. Made up displays of cars, 
planes, boats are displayed on the shelves. There is 
even a model of a miniature Wells Fargo stage 
with horses at full gallop. 


Included in the Hobby Shop are the miniature rail- 
road accessories and trains. All fathers love these. 
During the holidays there are as many adults as chil- 
dren. The big attraction here, that causes male cus- 
tomers to forget for a time what they came in to buy 
originally, is a large, scenic panorama of the Rocky 
Mountains. 


One of the biggest surprises is the success of the 
Party Shop. Started as an experiment, shelves and 
glass enclosed cases display hundreds of party favors, 
paper dishes, napkins. 


There are table decorations and centerpieces for 
parties and showers for all occasions; boxes of all 
sizes and candles. 


For the customers’ convenience there is a rack of 
greeting cards for every need. Its success is due to 
keeping a complete stock for all seasons of the year. 
Customers are pleased to find what they want. 


Toys is one of the larger departments in Lowe’s. 
Even during the “off”? seasons there is a steady in- 
crease in sales as compared to the year before. In 
Ogden, toys and Lowe’s are becoming synonymous. 
End 
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Here is the QUALITY LINE of 
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NEVER BEFORE SO MANY FEATURES...SUCH VALUE FOR THE MONEY as 


a EVANS EXCLUSIVE! Brass 
nameplate on all rules, plus full set 
SPRING 5 of “A to Z" metallic finish initials. 


Customer can personalize his rule 
abaie vavani : | 


quickly . . . easily. 


EVANS EXCLUSIVE! Al! rules marked in inches 
plus feet-and-inches for quicker reading. STUD MARKS 
every 16 inches. “FLAGS” at every foot. 


EVANS EXCLUSIVE! a 

Built-in graduated brass 

tips at both ends on all O EVANS EXCLUSIVE! (For X40 

rules, for accuracy and X40F models only) FREE 

protection. vinyl holster with metal clip — 
fastens to belt, keeps rule handy. 


EVANS EXCLUSIVE! EXTRA HEAVY SLATS BRASS EXTENSION, mo- 
Newly developed pat- of quarter-sawn maple for chine graduated with black cali- 
ented spring joints for long life, greater rigidity brations for inside measurement. 


absolutely rigid locking (On X40 and X40F only} 
when open. 


EVANS EXCLUSIVE! MANUFACTURER'S REPLACE- 
MENT AND REPAIR SERVICE! In addition to the 
standard guarantee of materials and workmanship, 
Evans will repair their folding rules broken by misuse 
or accident for a handling charge of only 30¢. 
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No. 060 “swverR-77P’ No. X40 ‘cozo-7P"’ 
FOLDING RULE EXTENSION RULE 
Finest Professional Quality with RULE HOLSTER and Belt Clip 
Triple-Dipped White Finish Finest Boxwood Finish 
Nationally Advertised, $1.80 each plolitelslelinae-\ehZ-1ailt-1e Min aol OM tela: 
Available in Regular Reading (060) PWaelitololi-Mismit-tel'licim <-telellale MD © 108 
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New caster merchandiser 
Sparks self-selling 


casters ® casteas © 
ser’ a or ag % art : 
a os eet ttt 
9958 eee 


a. 
= ed 


This latest pre-fab sales-builder from Bassick is 
sure to step-up caster impulse-buying by the “do-it- 
yourselfer” and the furniture-repair buff. 

It’s Bassick’s caster merchandising display 
SSL-60—shown here with a complement of popular 
Bassick white-wheel furniture casters and rubber 
cushion glides. 

Only a smidgen of counter space is required for 
this attractive wire display stand. You can hang it 
on pegboard, too. Yet it easily and effectively dis- 
plays up to six types of fast-moving carded casters 
and glides—holds 20 to 30 cards in all. It’s light, 
easy to move about to intercept impulse-buying 
attention, and can be set-up in an instant. It'll 
boost sales on side counters, end counters, or islands, 
and it makes an ideal supplement to a bin display 
of casters. 

SSL-60 is just one of the modern merchandising 
aids you can get from Bassick. It’s free with the 
purchase of an assortment of the fastest-selling 
Bassick casters. Ask your jobber about it today. 











Bassick 


A DIVISION OF 














STEWART-WARNER CORPORATION 





Eye-level fertilizer 
display proves a point 

“Fertilizer sells better off the 
floor,” believes Les Servis of Holli- 
day Hardware, Topeka, Kan. 

Located in a small shopping cen- 
ter on the edge of a suburban resi- 
dential area, this dealer moves a 
lot of fertilizer in proportion to 
his total volume. 

This spring, fresh stocks of fer- 
tilizer began to crowd other mer- 
chandise. So Mr. Servis built a 
sturdy table to permit “double- 


| decking” the bags in a smaller 
| space. 


The idea was to put other mer- 


_chandise on the table when fertil- 
| izer stocks got low. However, the 
'gardening aids began to sell so 


F ‘a wn 
Double-deck display serves dual pur- 


pose. 


much faster from the higher dis- 
play, that it is kept stocked. 
The underneath area is used for 


|_back-up supplies of bulky items 


such as lawnmowers, when not 
needed for fertilizer. 

It is probable the majority of 
the added sales this season were 
caused by customers reading labels 
or comparing purposes of the dif- 
ferent fertilizers. When stock was 
on the floor level, labels weren’t 
getting read unless a customer was 
deliberately in search of a specific 
formula. 

Most packaged chemicals in your 
store have labels bearing instruc- 
tions and other technical data. Put 
these labels where they can be 
studied by traffic, and more sales 
will result. 


Want more facts? Circle 173, p. 137 
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NEW! SWINGLINE’S == 
SOIT-SOELVICE sone omconux 
st 2 ple g LUE) mows rane ra us 
department 
“FREE” 


THE FIRST TIME IN HARDWARE HISTORY! This 
remarkable self-service staple gun depart- 
ment actually promotes more customers into 
buying the famous $4.95 Swingline staple 
gun. 





TURNS RENTAL CUSTOMERS INTO BUYERS! Paves 
the way to more sales because it encourages 
more customers to apply the rental price of 
Swingline’s professional heavy-duty No. 900 
staple gun towards the purchase of the 
$4.95 model! 


FIELD TESTED AND PROVEN ACROSS THE NATION! 
Swingline’s Self-Service Merchandiser posi- 
tively causes innumerable return trips per 
customer. They return to buy refill staples... 
buy other items as well, while inside your 
store. 


DON’T DELAY! This merchandise display is 
yours FREE! Get in on this fabulous profit- 
builder today. Contact Swingline for com- 
plete details. 


#900 Retail $12.50 


FOR COMPLETE INFORMATION eae. IntC., LONG ISLAND City 1, NEW YORK 


in Canada: Saxon Office Equipment, Ltd., 156 Evans Avenue, Toronto 14, Canada 
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from Hardware Age Readers 


**Made in USA’”’ 
Dear Editor: 
After reading your recent cdi- 


torial on the great amount of im- 
ported goods being sold in this 


country and the effect this is hav- 
ing on our national economy, I 
wondered why, we, as individuals 
or groups, aren’t doing much of 
anything to counteract it. 

I, being a retail hardware dealer, 











Display racks free! 


TACKS 


Get the sizes you need 
for screens, carpets, 

re-upholstering and 
other jobs at home! | 


sf 
i 





- 
“th 3 Fay 
é y 


ee 
ap -EA) 


e EXTRA ; SHARP 


(O7 for lo? 12: 
_ Make it easier for your cus- = Oz Zi 
tomers to buy tacks in your it neuen 
store. Don't let them go else- 
_ where just because they don't 
see tacks on display. 


Cross Tackrax remind people 
to buy their tacks and related 
items when in- your store. 

EM SRE 


mi KS : 


W. W. CROSS COMPANY, JAFFREY, N. H. 





Ask your gost for easiapaa Tacks and TACKRAX. 
FREE! No deals quired... order only the 
in more facts? Circle 175, p. 137 

150 ¢ HARDWARE AGE, November 3, 1960 


sizes yOu need 








just stress the hardware trade, that 
is, the manufacturer, jobber and we 
retail merchants. 

Merchants, by simply placing in 
their stores a brightly colored sign, 
such as “BUY PRODUCTS MADE 
IN U.S.A.,” might be taking a step 
in the right direction. As for man- 
ufacturers and wholesalers, their 
advertising departments might 
come up with other ideas that we 
dealers would gladly use in our dis- 
play windows. 

Since advertising does such a 
tremendous job in all fields in this 
country, it seems to me a concen- 
trated effort in this direction would 
certainly help. 

The question is, “How to start 
this concentrated effort?” Perhaps 
if you printed these thoughts, or 
more of your own, others might 
contribute their ideas on this prob- 
lem. 

Sincerely, 

William J. Staron 
Best Hardware 
Cleveland 6, Ohio 


Hardware woman 
Dear Editor: 

May I take this opportunity to 
tell you how much help HARDWARE 
AGE is to a hardware woman? I 
look forward to your very sensible, 
well written editorials and have 
clipped them out for future study. 

My congratulations to your staff. 
I will look forward to your next 
issue with much interest. 

Yours very sincerely, 
Edna K. Kruse 
Kruse Hardware 
46970 N. Gratiot 
Mount Clemens, Mich. 
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I say, Stillson, old boy... its a 
pleasure to take a bite on 


MALLEABLE 
FITTINGS: 


... because U-Brand Malleable 
Fittings are clean and true... 
starting and threading is a cinch. 


Union Malleable’s precise engineering 

methods and quality control (each fitting must 

a pass rigid examinations) . . . guarantee a 
Fitting line that stands head and shoulders over 
others ... and they’re ‘Union Made in U.S.A.’ 


Union Malleable manufactures a complete 

line of Galvanized, black Malleable and the 
exclusive rust and corrosion-free U-Cote 
Malleable Fittings along with Nipples, Unions, 
Steel, Brass, Nylon and Poly-Plus Blue 

Insert Fittings— offering you a 








product that assures customer satisfaction. 


All U-Brand Fittings are conveniently packaged 
and marked for immediate use—plus a national 
warehouse distribution system for fast service. 


~ 
The Union Malleable a, S888 EAD ERIRU US Nene 


Manufacturing Company 


Ashiand, Ohio + Vernon, Calif. 


SOLD THROUGH WHOLESALERS ONLY ) 
Want more facts? Circle 176, p. 137 
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CUT YOUR INVENTORY 
DOUBLE YOUR TURNOVER 
COVER YOUR MARKET 


INCREASE YOUR PROFITS 


NOW POSSIBLE... 


because there is a wire screening that combines the best 
advantage of all types of screening. 


OPAL VINALUME-—the moderately priced, high quality 


all-purpose insect screening of vinyl-clad aluminum that 
stands up under all types of weather... even salt air. 


OPAL GALVANIZED —the low-priced wire screening that 


meets the demand for inexpensive screening. 
Stock Two—Not Many ... It’s Better Business 
Ask your Wholesaler for Opal—the 


leading name in screening—Alumi- 
num, Galvanized, Vinalume and Bronze. 


NEW YORK 
WIRE CLOTH COMPANY 


York, Pennsylvania 


Time and Space Saving Dispensing Rack 
Want more facts? Circle 177, p. 137 
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Remodeling service is 


heavy volume builder 


If you are looking for a profit- 
able sideline, consider custom re- 
modeling service. 

Plus volume of $20,000 annually 
is the anticipated yield of the re- 
modeling sales and contracting ser- 
vice begun in the last year by 
Goodman Hardware, Seattle, Wash. 

That estimate is based on results 
of the first seven months of opera- 
tion, says owner Jay Goodman. 

The new department includes, 
but is not limited to, contracting 
for home remodeling work. It be- 


Remote sh, 
GOODMAN HARDWARE’: Resins: , 


This patio door display has led to 
many remodeling sales. 


gan as a sideline program of sales 
of glass patio doors. From there, 
it led into remodeling. 

“When customers remodel their 
homes to put in a patio door there 
is invariably other work to do be- 
sides installing the door,” Mr. 
Goodman says. 

“Tf the dealer who sells the home 
owner the door can complete the 
installation job, the customer is 
more likely to buy from that dealer. 

“That’s why I made my working 
agreement with a local contractor 
to take care of this end of the 
work.” 

The contractor started working 
with Mr. Goodman under this ar- 
rangement in 1959. He installs 
patio doors and does other car- 
pentry work connected with such 
jobs. 

All these sales originate in a 
10x15 ft remodeling showroom in a 
corner of the 6500 sq ft store. 

The contractor does other work 
such as wiring and plumbing, 
which he sometimes sub-contracts. 
He takes full responsibility for the 
sub-contracted work which he over- 











| MARGE AND I WERE INVITED TO DINNER AT THE HARRIS’ 
HOME. NOT ONLY IS DOC HARRIS THE BEST PHYSICIAN IN 
TOWN BUT HE'S A TOP-NOTCH HOME CRAFTSMAN, TOO. 


“(Tve Got the Right Brush for Every Painting Job!) 



































DOC INVITED US TO SEE HIS LATEST PROJECT.| § B/ SAY, DOC, WHY SO MANY Jf 
HIS BASEMENT WORKSHOP ISACRAFISMAN'S| FE PAINTBRUSHES? pn 
DREAM, COMPLETE WITH POWER TOOLS, ~ | 
= HAND TOOLS AND... 2 ] 
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‘GOOD PAINTING TOOLS, YOU KNOW,| | MARGE MUST HAVE BEEN IMPRESSED, 
ARE JUST AS IMPORTANT INAHOME| | TOO! CHRISTMAS TIME IGOTA REAL 
SHOP AS OTHER HAND TOOLS. A SURPRISE—A DOZEN OF THE SLICKEST 
SMART CRAFTSMAN MAKES SURE BRUSHES I/D EVER SEEN. OUR PAINT IT WAS A GOOD 
HE’S GOT A RANGE OF TOP- DEALER SUGGESTED JUST THE ONES INVESTMENT FOR. 
QUALITY PAINTBRUSHES IN ALL ’D NEED. MARGE. SHES 
SIZES FOR EVERY PAINTING CLENTY PROUD OF 
AND FINISHING JOB. veer Pimernaee 


VE REFINISHED 
AND PAINTED. SO, 
TAKE A TIP FROM 
A TOP-NOTCH 
DO-IT- YOURSELFER. 
GET A COMPLETE SET 
OF QUALITY 
PAINTBRUSHES 
FOR YOUR HOME 
WORKSHOP! 
































In the interest of better brushes for better painting, this advertisement is sponsored by 


The American Brush Manufacturers Association Paint Brush Division 


MR. DEALER: CUT OUT AND POST THIS AD WHERE CUSTOMERS CAN SEE IT. 
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CUSTOMER'S CHOICE! 








WICKWIRE BROTHERS, INC. 
YORK US. A 
NUMBER CORTLAND NEW 





Y 


woo NAILS 
LENGTH 
i ROTHRS 1 





NUMBER 


NAILS 
and BRADS 


come in three popular packs ... ¥% Ib., % Ib. or 1 Ib... . to give your 
customers the choice of their needs! Each is clearly marked for weight, 
length and gauge .. . colorfully designed to create impulse sales year 
‘round . Brads are packed in yellow 

... nails in green boxes. Both make 

eye catching displays on shelf or 

counter. Ask your jobber TODAY for 

Cortland Brand Nails and Brads. 


Send post-card for colorful FREE window or counter streamer! 


WICKWIRE BROTHERS, INC., Cortland, N. Y. 
NAILS & BRADS - WIRE NETTING - WIRE SCREENING - HARDWARE CLOTH 
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154 © HARDWARE AGE, November 3, 1960 











sees to make sure it comes up to 
specifications. 

All hardware materials and lum- 
ber supplies which the contractor 
needs are bought from Goodman 
Hardware. 

Although the contracting ar- 
rangement was suggested original- 
ly to promote patio doors, it has ex- 
tended well beyond that. Now, a 
number of remodeling jobs are 
done by the store that go well be- 
yond patio door installations. Word- 
of-mouth recommendations of cus- 
tomers have led to such jobs. 

Even where doors are not in- 
volved, contract work leads to more 
hardware sales for Goodman Hard- 
ware. There are always builders’ 
hardware items and other supplies 
needed. 

In some cases, the store sells 
patio doors without installation. A 
few customers install their own, 
others contract with someone else 
to do the work. Mr. Goodman gives 
such customers detailed instruc- 
tional help in installing the doors. 

An excellent visual aid to selling 
is the demonstration booth this 
dealer set up in a front corner of 
his store. The booth was built to 
simulate a home installation and 
includes two sets of installed 
glass doors. 

Sales of doors have been excel- 
lent. The Goodman store is now 
one of the larger volume dealers in 
this brand of door in the Pacific 
Northwest. @ End 
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It isn't necessary to figure your com- 
mission every time you make a sale, 


Collins.” 
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the ROCK’N RAIN 


WAVE-IMPULSE SPRINKLER 
“FLIPPER” ASSURES 


EVEN WATER a 
= PATTERN LENGTH 





EXCLUSIVE / ft HYDRO-JET DRIVE — THE 
ROCKING ACTIN = a | POWER IS IN THE NOZZLE 
™) %. : | NO GEARS TO CLOG 


PATTERN WIDTH 
CONTROL 


A 
SHERMAN 


FIRST! a oS HEAW 
™ RUST-PROOF 


e Newer than new — BASE 


the all-purpose sprinkler! - 
Exclusive Sherman Design— 


Rust-proof automotive-type oe ; a 
finish “: The Rock'n Rain — new in design — new in concept. 


Hydro-jet Drive! Sherman has combined the best features of America’s two most popular 

Trouble-free operation! sprinklers — the conventional gear-type oscillating and the impulse-type. 

Pattern length and The special Hydro-jet drive powers the Rock'n Rain using only a fraction 

width controt of the water required by conventional oscillating sprinklers. For the first 

Advanced styling — time, dual adjustments control the width of the spray as well as the length 

precision engineered! — exclusively with Rock’n Rain. It is the one truly all-purpose sprinkler 
available today! 


S 


NOW READY! NEW for ’61 WAVE-KING 


NEW 1961 SHERMAN LAWN HOSE + se 
GOODS CATALOG! It’s loaded with new , “i 
and improved products that mean PROFITS -~ Wave Sprinkler! 


America’s 
Lowest Priced 


for your lawn and garden department! 
ONLY $2.95 
“<i list 
H. B. SHERMAN MANUFACTURING CO. 
Battie Creek, Michigan 
Want more facts? Circle 180, p, 137 
HARDWARE AGE, November 3, 1960 © 155 





A STANDARD TOOL MERCHANDISING AID... 


Decimal Equivalent Charts, 


Plastic, 
washable, 
easy 
to keep 
clean. 


* 


»»» for INCREASING Holiday 


Drill Set Sales! 


* Give your customer this valuable 
Decimal Equivalent Chart with each 


purchase of a STANDARD Drill Set. 


@ Charts available only with the color- 
ful HDB1, which features 3 HS-13 and 3 
HS-45 Quality Drill Sets, packaged in beau- 
tiful plastic containers (3 red, 3 green). All 
Drills fit %4-inch chuck. 


@ Each Drill Set individually wrapped for 
Christmas Gift giving. (See illustration) 


ORDER FROM YOUR 
WHOLESALER NOW! GET YOUR 
CHRISTMAS SALES OFF TO AN EARLY 
START! Remind the “lay-away-shopper” by 
displaying the HDB1.. . and win his good- 
will with the Decimal Equivalent Chart. 


HARDWARE 
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HIGH SPEED STEEL 
POR V4 ELECTRIC BALLS 


HS-313-SET +442 wen ser 


ee- 
4S -45- SET SVS warn Ger assontmant 











NOAHD «8/1 114 S1NHO AI¥ 


STANDARD [OOL ({O. 


3950 CHESTER AVENUE 
BRANCH WAREHOUSES IN: NEW YORK - DETROIT - CHICAGO - DALLAS - LOS ANGELES - SAN FRANCISCO 


Circle 181, p. 137 
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Bird feeders create 
winter time traffic 


Inquiring customers two years 


ago encouraged Kendall Hardware, 


Marion, Iowa, to stock feed, feed- 


ers, and houses for the wild birds. 


Later these same inquiring custom- 
ers for bird needs helped build 
traffic in numerous other depart- 
ments. 

Suet cakes, made up chiefly of 
fat and sunflower seeds, mixed 


Manager Olsen, showing sample wild 
bird houses. 


bulk bird feed, and sunflower seeds 
are the purchasers’ choices. These 
bird feeds are stocked most heavily 
from November through March. 

Kendall Hardware stocks eight 
models of wild bird feeders, mostly 
redwood, and one model of red- 
wood wren house. Feeder sales last 
winter showed an increase over the 
first season. The 1960-61 season is 
expected to be better also. 

Norville Olsen, manager, says 
“We have found bird houses and 
feed mixtures, are good traffic 
builders, and they are profitable in 
themselves. 


Dealer’s special is 


a home grown product 


The lush stands of California 
Redwood have produced a lot of 
summer furniture sold in hardware 
stores. 

Dealer Jim McManus, McManus 
Hardware, San Mateo, Calif., has 
found another way to make a profit 
from Redwood. 

This dealer has learned that foot- 
thick slabs of Redwood are in de- 
mand for patios and walkways. 

A 5 in. slice of Redwood is a per- 
fect (and low cost) replacement 





Sometimes even something as 
simple as a plain ole Hacksaw 
Blade can be modernized, 
idealized and generally 
pepped up. It can't always be 
done, but we've managed to 
do just that with these GRIFFIN 
HACKSAW BLADES. First off, 
we put the number of teeth on 
there in big letters...you can 
read ‘em without your glasses. 
Then to make it easy, we've 
printed right on the blade what 
it'll cut...you know, 24 teeth 
for tubing and small sections, 
18 teeth for bolts, pipe, etc. 
Makes it easy for you to pick 
out the right blade for the cus- 
tomer. 


Then we mark each blade like 
so, FRONT ——> , means your 
customer can't put the blade in 
his frame backwards. And the 
whole blade is painted a genu- 
ine antique satin black... looks 
good in your stock...no rust, 
no scale, no oil. 


And these are really good 
; blades, made by an outfit that's 
else .. . Don’t miss this been making FINE HACKSAW 
FREE BLADE OFFER BLADES since 1880. Why not 
..- Right Here write today for a sample blade 
...see for yourself just how 
good they are. Just drop the 
coupon in the mail to GRIFFIN, FREE BLADE COUPON 


105 Duane Street, New York 8, G. W. GRIFFIN COMPANY 
105 Duane Street, New York 8, N.Y. 


If you don’t read anything 


New York and we'll send you a 


Please send me without obligation a FREE 
modern Griffin Hacksaw Blade. 


GRIFFIN HACKSAW BLADE. 


My Nome 


ba ta LL 


FRANKLIN, NEW HAMPSHIRE 
Sales Representatives 
JOHN H. GRAHAM & CO., INC. 
105 Duane Street, New York 8, N. Y. 
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THE WILBUR 


Factory and General Offices, 657 Pleasant St., Norwood, Mass. 
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The confidence of your customers is earned, and 
is retained only through consistently good perform- 
ance of the products you sell. A customer may for- 
get the price paid for a specialty coating — but 
will never forget or forgive the dealer who sold 





him a coating that did not fulfill its promises. 
Wilbur & Williams promises your customer a su-| 
perbly formulated line of specialty maintenance 
coatings that have proven themselves under sever- 
est conditions to be the highest quality protecive 
finishes available. The perfect coatings for selling 
all industrial and domestic markets. 


TUF-QUIK Heavy duty, fast-drying, rubber — 
alkyd — epoxy floor coating for concrete, wood 
or metal surfaces — inside or out. Chemical and 
solvent resistant. Available in high-gloss enamel 
or SKID-GRIP, anti skid finish for hazardous- 
footing areas. 


Another MINIMUM — INTERRUPTION 
MAINTENANCE Product from... 


& WILLIAMS CO.,_ INC. 





In Canada, WILBUR & WILLIAMS, 7920 16th Ave., Ville St. Michel, Montreal 38, P. Q. 
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for flagstones and other masonry 
units used to beautify the grounds 
around many California homes. 
There are customers who prefer 
these slabs to cut logs for fireplaces 


Dealer McManus has found a sales 
sleeper in this plain display of Red- 
wood slabs. 


because they are easy to stack and 
handle, hold a flame a long time. 

With these things in mind, Mr. 
McManus keeps a stack of Red- 
wood pre-cut slabs outside of this 
store to back up a fast-moving pile 
on display inside. 

A sign offers the Redwood units 
at 48¢ apiece. A 2 ft walkway 
about 10 ft long means a sale of 
nearly $10. But this is inexpensive 
when the cost and labor to install 
matched flagstones is considered. 

How much profit is there in the 
48¢ price? Mr. McManus isn’t say- 
ing. That’s “my own little secret,” 
he says. 
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"All those not buying anything, . . . 
OUT!!!" 












































Any kind of hardware you’re shipping—from nuts 
and bolts on up—gets where it’s going faster on 
Greyhound Package Express. Shipments going hun- 
dreds of miles can arrive the same day they’re sent! 


Whatever the destination of your shipment, chances 
are, a Greyhound is going there anyway...right to 
the center of town. Greyhound travels over a million 
miles a day! No other public transportation goes to 
sO many places—so often. 


You can ship anytime. Your packages go on regular 

Greyhound passenger buses. Greyhound Package 

Express operates twenty-four hours a day...seven 

days a week...including weekends and holidays. 

What’s more, you can send C.O.D., Collect, Prepaid 
..or open a charge account. 


ee ee ee ee ee a ee ee ee ee a a a ear 


7. .= we = == =~ ~~ 


me al 
a 





























SEND THIS COUPON NOW! IT 
CAN SAVE YOU TIME AND MONEY! 


GREYHOUND PACKAGE EXPRESS 
DEPT. 10K, 140 S. DEARBORN ST., CHICAGO 3, ILLINOIS 


Gentlemen: Please send a Saar en 3c yee Ateygy a 
Package Express service...including rates and routes. We 
understand that our company assumes no cost or obligation. 


Pen apie i chisenensthenteiteneicie 








COMPANY 





ADDRESS. 
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IT’S THERE IN HOURS...ANO COSTS YOU LESS! 
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Booke 


for a dealers’ library 





“Better Your Home On Your 
Own” is the theme of the newest 
Stanley Ideas booklet. This sugges- 
tion selling booklet has value as 
a resale item or dealer premium, 
and is full of hints to improve 
salesmanship of tools and builders’ 
hardware. Aimed at planning new 


homes and improving older homes, 
the booklet is heavily illustrated. 
It has improvement suggestions for 
every room in the house. There is 
something for every customer in 
this brochure. Valued at 50¢, the 
booklet is free in quantities to deal- 
ers joining Stanley’s Fall and 





0% prorit: 


Plus 100% 


Customer Satisfaction! 4 


PURITAN | 
MAID 


The highest quality 


cotton clothesline available! 


Puritan Maid is braided entirely i 

of fine spun cotton yarns. Its sash-cord type construc- 
tion gives it a high breaking strength while retaining 
the softness required for easy clothespin gripping. 
Packaged in 50’ or 100’ hanks, 2 connected. Each 
hank is individually wrapped in attractive multi-color 
polyethylene bag for stand-out customer attraction. 


PURITAN CORDAGE MILLS, INC. 


Louisville, Kentucky 


World’s most complete line of cordage products! 








Christmas national promotion spe- 
cials. Otherwise, the cost is 25¢ per 
copy. Available from Dept. PD, 
the Stanley Works, 195 Lake St., 
New Britain, Conn. Pages: 20. 


“Sprinkler Systems”’ provides de- 
tailed guidance to dealers thinking 
of expansion or remodeling. This 
guide to proper sprinkler installa- 
tion practices completely reorgan- 
izes former provisions on location 
and placing of sprinklers. This is 
the first revision since 1958, and its 
details are important to better fire 
protection in stores, as well as com- 
mensurate fire insurance rates. The 
new standards were recently adopt- 
ed by the National Fire Protection 
Assn. Available, as NFPA No. 13, 
from the National Fire Protection 
Assn., 60 Batterymarch St., Boston 
10, Mass. Pages: 176. Price: $1.50. 


“Handyman’s Concrete and Mas- 
onry Handbook” deals with a popu- 
lar misconception to the benefit of 
dealers and their customers. The 
misconception is that “one of the 
easiest home improvement jobs is 
masonry and concrete work.” This 
book has more than 300 illustra- 
tions and drawings, coupled with 
step-by-step instructions. From ba- 
sics such as mixing concrete, lay- 
ing brick, etc., to building a family 
swimming pool, this easy-to-read 
volume will prove a money saver to 
the trade and a good sales training 
device in your store. It also has 
resale possibilities. Available from 
Arco Publishing Co., 480 Lexing- 
ton Ave., New York 17. Pages: 
144, clothbound. Price: $2.50. 


“Lyman Reloader’s Handbook, 
Edition 42” is a valuable addition 
to any dealer’s gun display. 
The book, revised for the cur- 
rent market, is well known to hunt- 
ers and plinkers. It is useful as a 
traffic builder and as a resale item. 
A feature of the new edition is a 
13-page pull-out frontispiece illus- 
trating most types of game in nat- 
ural colors. Some 39 pages are de- 
voted to shotgun and_shotshell 
technology. New Magnum reloads 
are covered. The growing impor- 
tance of muzzle-loading is treated, 
and cartridge and powder data is 
complete. Available from Lyman 
Gun Sight Corp., Middlefield, Conn. 
Pages: 200. Price: $2. 
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4. Bill Clarke (left) and Burt Hillier weigh merits of new mop. 


2 outstanding Saginaw stores 
say “Bill Clarke helps us grow!” 


Hillier Hardware and Hillier Toyland give Worthington salesman credit 
for stock selection and merchandising aid 


13 years ago Worthington Salesman W. A. Clarke sold Burt Hillier his 
first stock of hardware. 

Today, Mr. Hillier operates 2 successful stores in Saginaw. He is still an 
enthusiastic Worthington customer. 

Why? ... let Mr. Hillier tell it: 

“Worthington gives us top quality merchandise at competitive prices. 
It furnishes us with new products as soon as they are announced so we are 
always first with the best values in our community. 

‘“‘Worthington keeps delivery promises... gives us fast, friendly service. 

“The Worthington Price Service Catalog is our most valuable operating 
tool... keeps us 100% up-to-date. Worthington Spring and Fall handbills 
fit perfectly into our promotional plans. 

‘Best of all—we have Bill Clarke. He shares our problems, gives us the 
benefit of his 29-year Worthington experience . . . works with us constantly 
to help achieve our goal of increased sales, faster turnover and bigger profits.” 

A-3309A 


4, Sporting goods is a major line. Customer 
Alex Radziewicz (left) “‘inspects’’ with aid of 
Roman Rusin, clerk. 


4. Typical counter scene as Bob Hillier 
and Burt serve customers. 


THE GEO. WORTHINGTON CO. 


CLEVELAND I, OHLO 


Hillier Toyland, one block distant from Hillier Hardware, 
is busy and prosperous. It is stocked entirely with toys from 
Sparkling . . . modern, the housewares department is Worthington, many selected at Worthington’s annual toy and 
WwW popular and profitable. Clerk is Vivian Gronda. gift show, always attended by Hillier personnel. Florence Mull 


w is clerk in photos! 
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‘STORAGE SPACE BECOMES 


Equip your store with attractive 
Bonderized Steel Revolvo Rotating 
Bins for nails, rivets, fittings and 
other similar items. 


HERE’S WHAT HAPPENS! 


You store, display and sell, in 
only a few square feet of floor 
space (without having to touch your 
stock). Your customers serve them- 
selves from the easily accessible 
bins that display every binable 
item in your inventory. 





YOU PROFIT FOUR WAYS! 

1. Floor space is made more pro- 
ductive and more profitable. Less 
floor space is required. 


2. Time required to handle stock 


and serve customers is reduced. 


3. Your sales increase because your 
customers see and help them- 
selves to more items. 

4. Better display in less space — 
better fixtures mean a better 
selling job. 


Write today or ask your Hardware 
Wholesaler for FREE Folder 320-A 
“MODERNIZE WITH REVOLVO.” Shows 
full range of sizes and models. The 
Frick-Gallagher Mfg. Co., 102 S$. Mich- 
igan Avenue, Wellston, Ohio. 


BONDERIZED 


REVOLVO 


COUNTER PARTS CASES 


REVOLVO 
NAIL BINS 


NAIL BIN 
COUNTERS 


DISPLAY 
COUNTERS 





es 
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Want the youth trade? 
Try using a gimmick 

When a survey of typical cus- 
tomers proved that few teenagers 
were being attracted to their store, 
brothers Mark and Leland Schmidt, 
Schmidt Hardware Co., Grand 
Junction, Colo., planned a definite 
campaign to attract the missing 
element. 

“Teenagers today represent a 
thoroughly worthwhile buying po- 
tential,” Leland Schmidt says. 

“Most of them are working at 
part-time jobs, during week ends, 
and summer vacation. They are 
able to buy relatively expensive 
items without relying on _ their 
parents’ help. We felt that since 
we had been fully successful in 
building the percentage of women 
shopping in the store since a com- 
plete modernization a few years 
ago, we might be able to accomplish 
the same thing with teenagers.” 

Reviewing the situation as it 
existed in 1959, the Schmidt broth- 
ers came up with some solid facts. 
One of them was that except for 
sporting goods, few teenagers in 
the Grand Junction area were visit- 
ing the downtown store. 

Most, in fact, had little concep- 
tion of the breadth of the inven- 
tory, the gift department, the ap- 
pliance department which carries a 
full choice of moderately-priced 
phonographs, radios, portable ra- 
dios, and other teen favorites. 

The trick, the Schmidt brothers 
decided, would be some type of pro- 
motion which would build immedi- 
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ate appreciation from Grand Junc- 
tion’s teenage population, and tie 
the store more closely with their 
interests. 


Schmidt Hardware was already 
sponsoring a half-hour television 
show each week on Grand Junc- 
tion’s single station. It was decided 
to stage a unique contest whereby 
teenagers from the city’s high 
schools would act as temporary 
masters of ceremony during the 
3-minute commercials used on each 
television presentation. 


High schools visited 


To obtain the contestants, the 
Schmidts visited classes in three 
local high schools. They met with 
some 200 students. 


Visiting each teacher, the 
Schmidts explained that the store 
wanted to present five contestants, 
one appearing during each commer- 
cial over a 5-week period. They 
would be judged by an executive of 
the television station, and by a 
speech instructor. 

Schmidt Hardware offered an ex- 
pensive pen and pencil set as a 
reward, and a grand prize of a 
transistor portable radio for the 
contest winner. 


Spaced over the five weeks, the 
television contest gave each student 
an ideal opportunity to display 
speech talents. 


Literature aids students 


Each student was furnished with 
literature on hardware, toys, sport- 
ing goods, appliances, housewares, 
etc., being featured for that week. 
Each was asked to work up a com- 
mercial from this material. No 
professional aid whatsoever was ex- 
tended. 

Also, students were told that 
extra points could be gained by 
sparkling originality in prepara- 
tion or presentation of the pitch 
which each produced. 

“We were pleased with the re- 
sults,” Leland Schmidt says. 

“One student went so far as to 
interview a dozen housewives on 
what they most appreciated in mod- 
ern appliances. He then built his 
commercial around their answers.”’ 


This contest caught public in- 
terest, with the contestants’ class- 
mates, friends, relatives watching 


Why have so many building supply and hardware dealers tagged Griffin 
as ““A Good Line to Handle?” 


Because Griffin makes a product builders and architects respect; be- 
cause Griffin offers a complete line of hinges, straps, “t’’-hinges, brackets 
and braces; because Griffin prices its product to offer the distributor a 
good profit margin; because Griffin service is exceptionally quick and 
dependable. Write today for complete information and the name of 
your nearest distributor. Griffin Manufacturing Company, 1515 Cherry 


Street, Dept. 20, Erie, Pennsylvania. GRIFFIN HINGES 
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Faultless Carded Casters 


e@Help customers make quick easy selection 

@ Packaged in 4-piece sets for self service 

e@ Suggest a wide variety of Caster uses 

@Are colorful, attract point of purchase customers 

@ Stand up on counters, in bins, or hang on peg boards 
e@Fill 80% of customers’ caster and glide needs 

e@ Give application instructions for do-it-yourselfers 
@Help sell companion tools and materials 


Faultless Carded Casters are designed for quick, profitable Caster sales 
in hardware stores and hardware sections of building supply dealers. 
For complete information on “best seller’ Faultless Carded Caster 
Program, ask your Hardware Jobber. 


Faultless Caster Corporation 


EVANSVILLE 7, INDIANA 


Branch Offices in principal cities; see the Yellow Pages of the 
telephone book under “Casters.” Canada: Stratford, Ontario, 
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the entrant put on his commercial. 
Listenership was _ increased by 
thousands on every television show. 

Although one of the students 
goofed, forgetting his painstak- 
ingly-prepared commercial and dis- 
solving in stage fright, the others 
all performed admirably. 

All of the students were en- 
couraged to play up the lines which 
Schmidt Hardware offers for teen- 
age interests. 

The downtown store was notice- 
ably filled with high school young- 
sters during the entire contest. 

“We made a lot of new friends 
who are actually buying right now. 
They will be among our most im- 
portant customers for paint, nails, 
builders’ hardware, toys, gifts, and 
housewares in the near future,” 
Leland Schmidt says. 


Customers’ message 
center fills a need 


An idea which has _ helped 
Schmidt Hardware Co., Grand 
Junction, Colo., attract many addi- 
tional farm hardware customers 
is a “Trading Post” at the rear of 
the store. 

Any customer who has equip- 


A useful message center. 


ment to sell or is searching for a 
particular item, may use the Trad- 
ing Post bulletin board for the 
week without charge, after which 
he must renew the message or take 
it down. 

Leland and Mark Schmidt, 
brothers who operate the store, 
hit on this idea when they found 





REVOLUTION 


COLORFUL 
ATTACHABLE 
CERAMIC 
BATH 
ACCESSORIES 
BY 


LENAPE 


Attachable bathroom accessories in ever- 
lasting color... priced to sell twice as fast 
... look twice as good ...last twice as long. 
Backed by Lenape's 50 years of experience 
...and Lenape's unconditional replace- 
ment guarantee! For the first time, you 
can now offer: 


Six vibrant colors to harmonize with 
those of leading fixture manufacturers 


Attachable accessories which add that 
custom look yet remove easily for 
cleaning 


Gleaming ceramic will never rust, flake, 
pit or water spot 


Open stock—your wholesaler can supply 
one piece or a hundred 


Lower cost to your customer...larger 
profits for you! 


Special Offer: 


As an introductory offer Lenape is giving FREE an attractive LIST PRICE $62.40 


display panel valued at $20 with the purchase of six sets of 
Lenape fixtures. This gives you | set in each of the six beautiful 
DEALER COST 37.44 


colors: dawn pink, blue, daffodil yellow, turquoise, sand and 


white. You may then replenish your supply from your wholesaler 


with any number, style, or color you need, each piece individu- DEALER PROFIT. .$24.96 
ally boxed. (40%) 


Lenape Products, Inc. 120 Stokes Avenue, Trenton, New Jersey 
Want more facts? Circle 190, p. 137 
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that farmers had difficulty in ad- 
vertising to each other, other than 
using paid newspaper space in 
farm newspapers or in the some- 
what expensive daily newspaper. 

Since many farmers, shopping 
in the Grand Junction area, make 
it a point to stop at Schmidt’s 
farm hardware department as part 
of every trip, the answer was an 
obvious one: Give them their own 
message center. 


The Trading Post, although it 


usually has just a handful of mes- 


SHOW ¥2 


sages on it, has been in steady use. 
It helps farmers sell cows, buy 
pigs, rent harvesting equipment, 
find particular types of seed, an- 
nounce auctions, and otherwise 
satisfy the small amount of ad- 
vertising which the farmer in this 
section of Colorado needs. 

The privilege of the Trading 
Post bulletin board has never been 
abused in any way, according to 
Leland Schmidt. Appreciative 
farmers often take time out to 
thank the brothers for providing 
the useful service. 


YOUR CUSTOMERS 
YOUR CUSTOMERS 


SELL your customers 


Fast-selling assortment—Hard-selling 
display: all YOURS with NATIONAL 
DEAL +4. The NATIONAL Fioor- 
Sweep Service Rack effectively dis- 
plays a selected assortment of fast- 
selling floor-sweeps and handles in 
a compact durable display. Assort- 


ment includes: 


9—Patio Pal 14” 
6—Garden & Patio 12” 
6—1650 Floor Sweep 16” 
3—1619 Floor Sweep 18” 
3—1623 Garage Sweep 18” 


(All with No. 9523 412’ handles, 
highly varnished) 


Wire display rack FREE with your 
order! Packed 3 cartons (1 display, 
1 Brush heads, 1 handles) , total ship- 
ping weight, 86 pounds. Contact 
your NATIONAL man! 





NATIONAL BRUSH COMPANY 


AURORA, 


ILLINOIS 





Battery sales boom on 
impulse display table 

Sales of flashlight batteries of 
all kinds zoomed when a special 
display was planted by the cash 
register in the self-service store of 
Corken Tru-Value Hardware, Hi- 
awatha, Kan. 

A complete assortment of flash- 
lights and batteries was massed on 
a table 2 x 3 ft. These were topped 


This table improved battery turn- 


over six times. 


by a sign reading “Checked your 
flashlight lately?” This faced in- 
coming customers. 

For nearly six weeks, clerks at 
Corken’s asked each customer if 
they had fresh flashlight batteries, 
while ringing up their sales. For 
the first month this resulted in as 
many battery sales per day as 
usually averaged in a week. The 
rate was still high when the table 
was switched to a new promotion 
on another line of goods. 

The sales increase of flashlights 
was more modest, about 60 percent 
increase for the six-week period. 

This one push appears not to 
have saturated the market, for 
sales in both batteries and flash- 
lights have remained higher than 
before the campaign. 


How to boost sales of 


power lawn mowers 


“On-the-spot demonstrations cou- 
pled with an unconditional one-year 
guarantee are an unbeatable com- 
bination for successful power lawn 
mower sales volume,” says R. P. 
Bishop, owner of Bishop Hardware 
Co., Springfield, Ill. 

Bishop Hardware has increased 
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“You'll pull in extra profits when you suggest 
‘SCOTCH’ BRAND Masking Tape with every paint sale.”’ 





SCOTCH’ IS A REGISTERED TRADEMARK OF THE 3M CO. ae —— 
Miinnesora [/ffinine ano (\ffanuracrurine COMPANY fa \, 


y 
«++ WHERE RESEARCH IS THE KEY TO TOMORROW SS 


bloom... 


...when goods are 

marked for sales with 

Listo, the one marking 

pencil that writes 

on anything you sell or 

service. No messy 

tape to unwind, no stub 

to toss away. Listo works 

mechanically. Refills in 6 
j | flash - for- sales colors. 





Ask your wholesaler or write 
LISTO PENCIL CORPORATION, ALAMEDA, CALIF. 
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SENSATIONAL 
FREE GOODS 
OFFER ‘uns 


YOU MORE THAN DOUBLE 





MIRACLE 
BLACK 7 


BRITE MAGIC 

















YOUR SPECIAL BONUS PACKAGE CONTAINS: 





1 display (12 Tubes 27/4 oz.) 





4 extra 2% oz. ($.59 retail) Tubes... FREE 
(} 16 Tubes 2% oz. Sell for $9.44 
Costs you $4.25 





YOUR PROFIT 


$9.19 


A SENSATIONAL 


995% 


PROFIT 








a sensational 55% profit on Brite Magic and 

Black Magic. Reported by store after store 

as their fastest selling item. Customer ac- 
5 ceptance and enthusiasm increasing! 


YES 





Easy-to-use nozzle for neater, 
faster application! 
Dramatic, eye-arresting display. 





BACKED BY BIG ADVERTISING CAMPAIGN! 





MIRACLE ADHESIVES CORPORATION 


250 Pettit Avenue, Bellmore, Long Island, New York 
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profit-makers! 
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Because it’s more profitable than most 
other items, KESTER SOLDER has a day- 
in day-out sales potential in your store. 
Be sure you're well stocked on all 
Kester products... be sure your cus- 
temers can see them... then you'll be 
sure to do the business you should in 
Kester... first name in Solder! 


KESTER 
SOLDER 


“Soldering Simplified” is a 16-page bro- 
chure that creates more solder custom- 
ers for you. Write for your stock of 
“give-away” copies today! 


KESTER SOLDER COMPANY 


4207 Wrightwood Avenue © Chicago 39, Illinois 
Newark 5, N. J. © Anahaim, Calif. ¢ Brantford, Ont., Canada 





mower sales 10 to 15 percent each 
year for the last five years. Last 
year Mr. Bishop came near doubl- 
ing his previous rate. 


“The principal reason,” Mr. 
Bishop says, “was a policy taking 
all the uncertainty out of power 
mower purchasing for those who 
have never used them before.” 


The Bishop concern capitalizes 
on the fact that a power mower 
manufacturer is located right in 
the Illinois capital city. This dealer 
has made a major issue of the 
safety-ease-guarantee concepts dur- 
ing the past two years. 


Every newspaper ad, every per- 
sonal contact between prospective 
customer and salesman is built 
around such phraseology as “easy 
starting—durable—safe.” 


Simple in-store demonstrations 
show how fuel is added to the tank, 
how the mower is lubricated, and 
similar maintenance points. 

The clincher, however, is a home 
demonstration, especially if the 
prospect is dubious over any aspect 
of the mower’s use. Most mower 
prospects agree that the machine 
probably is capable of mowing 
their lawns effectively, no matter 
how high the grass or weeds may 
be, but some need further assur- 
ance. 


The prospects who doubt their 
ability to handle and maintain the 
mower are a more serious problem. 
Here, simply letting them operate 
the machine themselves, for as long 
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"Oh, no, boss, I'm not going to hand 
you another argument as to why | 
should get a raise—it's the same old 
one | always use.” 
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UNIONS 


250# with brass seat, 
300% withintegral 
steel or brass seat, 
ground joints, taper 
threads, U.L. approved. 
Also 30004 — 60004 


CAPITOL low pressure 
> to high pressure stanadc 


INSULATING 
UNIONS 


Eliminate electrolysis 
or galvanic action. 
Copper-from-steel; 
Brass-from-steel; 


COUPLINGS 


More than 28 types of 
couplings in full range 
of sizes are stocked for 
prompt shipment. 


The most important part of any fitting 
the threads. The same Army-Navy gauging pre 
cedure used on CAPITOL high pressure fittings 


is also used for standard pressure fittings to as- 
sure perfect threads for leak proof joints and 
fast make-up. 
Steel ensures maximum tensile strength, elim- 
inates any possibility of sand holes or porosity. 
CAPITOL _fittiag PS Penh 
and te 
SDé 


si insienn 


Steel-from-steel. 





Forged steel unions. 
ave proved most effective: 


available when needed. 


All of these extras plus conve 
aging are available to you at no addit 


WELL SUPPLIES 


oe 


SQUARE and HEX HEAD PLUGS 


Individually thread protected. E 
in convenient cartons. , 


—— 


| 





} 


G7 f 
/ 


anne 


BUSHI 
Sizes 1,” 
4”"x3"” 
meds 


) A 


WELL POINTS and EXTENSIONS 


—S— a 
DRIVE 


COUPLINGS 


CAP-TITE 


Sanitary well caps with 
exclusive BOND.- 
TITE-BEAD. 


All sizes, carefully 
chamfered, threaded 
and rigidly inspected. 
Black or hoe-dineed 
galvanized. 


CAPS 


Screwed and Socket / 


Weld. Sizes ¥g” DRIVE SHOES DRIVE CAPS 


ELLS and TEES 


2000#, 3000# and 
6000# screwed or 
socket weld. Conven- 
iently cartoned, labels 
color-coded to save 


. time and reduce errors. 
LASTIC Bal : ee ee 


CALADAL TER. 


ouble galvanized — hot-dipped 
galvanized after forging, electro-zinc 
plated after machining. Metal 
assures trouble-free installations 
... no possibility of crushing or 
cracking while tightening. 
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STREET ELLS 


Le) home) |S ami celiics. | | 
RECOGNIZED WHOLESALERS 


<i 
S 
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MANUFACTURING CO. 


DIVISION OF HARSCO CORP. 
COLUMBUS, OHIO 


Solid Line! 


° “ ; ‘ ; 
SS 
_* 


Finest 
Bm = packaging 
Se 
cs 24 2 
Ao 2 
| latest sales helps 


TM Chain is the solid line from every point of view. 
It includes all types and sizes of Welded, Weldless and 
Stamped Chain. It’s backed up by strong national ad- 
vertising .. . finest packaging .. . latest sales helps and 
87 years of chain-making experience. The result, chain 
sales you can’t afford to overlook—solid chain profits 
you really ought to investigate. Call your nearby whole- 
saler or write today! 


Proof Coil, BBB, Machine, and Coil Chain e Log Chains e Utility 
Chains e Animal Chains e All types of Weldless and Stamped 
Chain e A full line of chain fittings and attachments. 








BBB & T™ Chain 
Proof Coil in Salesmaker 
Tay-Pails 











Special items 


istinctive, 
Dis in Poly Bags 


Easy-to-read 
Cartons 


aylor 
ade 


CHAIN “:: 
1873 Hammond, Indiana 
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S.G. TAYLOR CHAIN CO., Inc. 





as they please, often will produce 
quick sales. 


A real convincer, where women 
prospects are concerned, is to send 
along a woman salesperson. This 
saleslady, despite her slight build, 
has no trouble starting the mower. 
She does a thoroughly impressive 
job of mowing the most ragged 
lawns, starting and stopping the 
machine, and handling it expertly 
in tight spots. 

This sort of convincer has re- 
sulted in sales before the mower 
has cut more than a few swaths 
across the lawn. 


Where durability and _ break- 
downs come into the picture, Mr. 
Bishop has the answer: A _ one- 
year guarantee provided by the 
manufacturer. 

Mr. Bishop took on his present 
mower line with the understanding 
that the guarantee would be all- 
inclusive and immediately backed 
up. He has had no dilifficulty in 
making good on the very few com- 
plaints which have arisen. 

None of the complaints has been 
from engine breakdown or me- 
chanical failure. Most of the 
trouble has been careless handling 
by customers who have dented the 
deck cover, twisted an axle, or 
knocked off a rubber tire. 


Dealer solves window 
problem permanently 


Burton Hardware, Sulphur, La., 
is in an old building. It was built 
back in the day when windows in 





Homemade steps provide permanent 
window display aid. 
front were to allow people to see 
in and the sales people to see out. 
Display value was a secondary fac- 
tor. 
(Continued on page 176) 
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Spinner-Type Sprinkler 
Lowest priced revolving 
sprinkler on the market! 
Turbine action head is 
clog-proof. Waters 1000 
sq. ft. even on lowest 
water pressure. Head and 


base of high impact 
Styrene. 
No. 100 List: 89¢ 


12 per carton, 5 Ibs. 





2-Arm Adjustable 
Only low-priced sprinkler 
with adjustable nozzles, 
sled-type aluminum run- 
ners! Waters 10’ to 50’ 
diameter. Solid brass 
chrome plated. High im- 
pact base can't rust, chip, 
or discolor. Packed fully 


assembled. 
No. 101 List: $2.25 


ind. boxd., 6 per carton, 7 Ibs. ! 


4-Arm Sprinkler 

4 sprinklers in one gives 
most thorough coverage! 
Self-cleaning, clog-proof 
heads. Solid brass chrome 
plated. Waters 43’ 
High 
base. Aluminum runners. 
Packed fully assembled. 


Ne. 102 





dia. 
impact rust-proof 


List: $3.25 
nd. boxd., 6 per carton, 8 Ibs. 


Adjustable Nozzle Sprinkler 


Patented grit-proof 


threadiless nozzles. Noz- 


zles have spray and direc- 
tion adjustments. Waters 


50’ dia. Lock stop nut. 


Chrome plated. Rust- 
proof, high impact base. 
Aluminumrunners. 
Packed fully assembled. 


Ne. 103 List: $4.95 
ind. boxd., 6 per carton, 10 Ibs. 





Dial-0-Matic Sprinkler 

Dual dials enable correct 
setting for distance and 
type of spray. Waters 10’ 
to 60’ dia. Lock stop nut. 
High impact rust-proof 


base. Packed fully as- 
sembled. 
No. 104 List: $5.95 


ind. boxd., 6 per carton, 12 Ibs. 











Whirl-Wind Sprinkler 

Polished chrome plated 
brass arms, head and cen- 
ter post. Waters up to 40 
ft. diameter. 1-piece brass 
(not steel) spray arm 
guaranteed not to crack. 


No. A-4600 List: $1.10 


Boxd., 12 per carton, 15 Ibs. 
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Niagara Sprinkler 
Solid brass polished 
chrome plated propeller 
arm assembly and post. 
Unit comes permanently 
attached to center post. 
Waters up to 40 ft. diam- 
eter. Cast base. 

List: $1.95 


No. A-4601 


Boxd., 12 per carton, 17 Ibs. 





Rainbow Sprinkler 


Polished 
adjustable nozzle type. 
Waters 10’ 
eter. Lock stop nut for 
revolving or stationary 
adjustment. Cast base. 


No. A-4603 


chrome plated 


to 50’ diam- 


List: $2.59 


Boxd., 12 per carton, 19 ibs. 





Duchess Sprinkler 
Polished chrome plated 
adjustable nozzle type. 
Waters 10° to 50’ diam- 
eter. Lock stop nut for 
revolving or stationary 
adjustment. Cast base. 


No. A-4598 List: $3.95 


Boxd., 12 per carton, 23 Ibs. 





Stroller Sprinkler 

Walking sprinkler works 
with up to 250 ft. of hose. 
2 adjustable gears; goes 
20 or 40 ft. an hour. Trac- 
tor-drive tires; 2-in-1 
Dual-Reach nozzles. Au- 
tomatic stop, snap-on 
coupling. Own carry- 


away pack. 
No. A-4592 List: $25.95 


ind. boxd., 15 ibs. 5 oz. 
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The Only Complete Line of Volume -Pric 





New! Premier Nozzle 


Has no equal in its price 
range! One-piece solid 
brass post and coupling 
unit. Rubber ‘‘O’’ ring 
and washer assure leak- 
proof performance. 
Money-back guaranty. 


No. A-4619 List: 59¢ 


12 to box, 24 iIbs., 432 to case 


Challenger Nozzle 
Solid brass. Heavy flow. 
Exclusive leak-proof con- 
struction. Free sprinkler 
if nozzle leaks within 1 
year. Length: 3”. 


No. A-4622 List: 65¢ 
No. A-4622-€ Carded 80¢ 


12 to box, 3 Ibs., 432 to case 





Champion Nezzie 

Solid brass. Standard 
size. Exclusive leak-proof 
construction. Free sprin- 
kler if nozzle leaks within 
1 year. Length: 3%”. 


No. A-4621 List: 75¢ 
No. A-4621-C Carded 90¢ 


12 to box, 3% ibs., 288 to case 




















Champion Nozzle 

Solid brass, polished 
chrome plated. Standard 
size. Exclusive leak-proof 
construction. Free sprin- 
kler if nozzle leaks within 
1 year. Length: 3%”. 

No. A-4620 List: 95¢ 
No. A-4620-C Carded $1.10 


12 to box, 3% ibs., 288 to case 








Royal Nozzle 

Solid brass. Super flow. 
Exclusive leak-proof con- 
struction. Free sprinkler 
if nozzle leaks within 1 
year. Length: 4”. 


No. A-4618 List: $1.25 
No. A-4618-C Carded $1 40 





12 to box, 6 Ibs., 144 to case 














| Rounded bottom 
water stress 
points, Waters flower 
beds, lawns; as 
outdoor shower. Heat- 
proof, 


No. A-4602 List: $1.20 


6 per carton, 4% Ibs. 


New! Spraymatic Nozzle 
One quarter turn with a 
flip of the thumb adjusts 
nozzle to any spray! Grit- 
proof, threadless con- 
struction. Positive leak- 
proof shut-off. Triple 
chrome plated. All parts 
non-corrosive. 

List: 95¢ 


No. A-4625 
No. A-4625-C Carded $1.00 


6 to box, 5 Ibs., 72 per carton 


Sprinklers 
Heavy sheet polished 
brass, leak-proof 


give perfect | 

bution over 30 ft. 

diameter. Ideal for chil- 

dren's play shower. 

No. A-4607 

Ne. A-4608 GALVANIZED 
‘BOTTOM 


Spraymatic Nezzie 

Squeeze on spring oper- 
ated lever for any spray— 
release, it’s off! FLIP 
LOK control locks spray 
automatically. Triple 
chrome plated. Pinch- 
proof Styrene handle. 
Fine spray adjustment. 


No. A-4627 List: $1.20 
No. A-4627-C Carded $1.20 


6 to box, 5 ibs., 72 per carton 
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Soft-Fie Fan Spray 
Gentle spray ideal for 
flower beds and newl 


Spraymatic Nozzie 

Giant size with threaded 
adapter. Adapts for use 
with car-washers, insec- 
ticide sprays. Fins pro- 
tect threads from dam- 
age. Other features same 
as No. A 4627. 

No. A-4628 List: $1.50 
No. A-4628-C Carded $1.65 


6 to box, 6% Ibs., 72 per carton 


Filter-Washers 

Protects nozzles and 
sprinklers by 

dirt and debris. Brass 
screen corrosion-proof. 3 
to a card. Fits any stand- 
ard coupling nut. 


No. A-4589-C 


Crown Lever Spray 

Squeeze... it’s on! Re- 
lease...it's off! Stainless 
steel handle; triple pol- 
ished chrome plated. 
Sprays from mist to a 
gush. Bubble pak or 
counter display. 

No. A-4624 List: $1.30 
No. A-4624-C Carded $1.50 


6 to box, 72 per carton, 42 Ibs. 


Hese Washers ; 
%” trade size, rubber. 
For all hose couplings. 10, 
per clip or bubble pak; 36 
clips per box. 


No. A-5795-C per card 20¢ 
Ne. A-5795 PER Box $2.16 


Trig-A-Matic Nozzie 

Garden hose spray nozzle. 
Trigger lock holds spray 
from mist to jet stream. 
Automatic shut-off re- 
lease. Snap-on coupling 
can adapt nozzle to car 


| washers, insect sprays. 


Carded or 6-pak. 


No. A-4626 List: $1.95 
No. A-4626-B w/snap-on $2 40 


coupling 
6 to box, 5 Ibs., 72 per carton 





LAFAYETTE 
1961 


MANUFACTURERS OF 
LAWN SPRINKLERS AND GARDEN ACCESSORIES 
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LAFAYETTE BRASS MANUFACTURING CO., INC. 409 Lafayette Street, New York 3, N. Y. 


Manufacturing Facilities: Brooklyn, New York © Toronto, Canada © Japan e@ Italy 
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Garden Center Aisle Display 
Complete sprinkler and 
accessory dept. geared 
for high impulse sales! 
Nothing over $1.20 re- 
tail! Compact unit 5.’ 
high x 18” deep x 2’ wide! 
No. 10 List: $103.08 


Exclusive Money-Back Guaranty! 


Every Lafayette Nozzle and Sprinkler is Backed by a 6 Months Consumer Money-Back Guarantee! 


defective Stroller, Power Spray (A-4590) or 








Lafayette translates its confidence of manufac- 


LAFAYETTE 
BRASS 


ture into a precedent-shattering policy! 
Lafayette will refund to the consumer the full 
purchase price of defective merchandise if re- 
turned by the consumer to Lafayette’s factories 
within 6 months of the date of purchase. In 


Fair-Lawn at no charge if returned within 1 
year of date of purchase. NOTE: All guarantees 
are fulfilled by the factory . . . not the dealer or 
his supplier. DEALER-JOBBER PROFITS 
ARE PROTECTED! 


MANUFACTURING 
CO., INC. 


409 Lafayette Street 
New York 3, New York 


In Canada: Lafayette Brass Mfg. 
Co., (Canada) Ltd., 36 Caledonia 
Road. Toronto 10, Ontario 


addition, Lafayette will repair or replace any 


FREE Sprinkler Guaranty Continued on Champion, Challenger and Royal Nozzles! 


Exclusive leak-proof construction of these Lafayette nozzles is backed by offer to give $2.59 
Rainbow Sprinkler FREE to consumer returning hose nozzle that leaks within 1 year. Replacement 
of defective nozzle if desired. Out of 2 million sold, only 12 have come back! 


Individual catalog sheets on any item available on request. 


Printed in U.S.A. Copies of this brochure for salesmen or dealers free on request. 




















NEW ROLLED 
THREADS 
make the difference! 


|PROFIT 
(ee ( 


in Secoads! 


* New 3-Twist Lok-Spin Cap! 
* Draws in Bulk Caulk—Vacuum Fast! Sig ey — 
* Fits All Cartridges Snug! ay ee 


* Takes All Standard Nozzles! THE ALIPPER “iis 


18” and 20” 


= . Unusually long life. Freedom from service delays and expense. Finest 
Only “VITAL” makes : CAN . grass cutting results. Extremely safe in operation. Easy handling. 
Caulk Guns exclusively : = | Quick-set height cutting adjustment. Convenient handle mounted 
; Uf if throttle control. Briggs & Stratton 2!/2 HP. 4-cycle motors with recoil 

— completely. From us 


tarters. 
. CRADLE-CAULKE starters 
you select only the guns : Takes spouted cartridges 





best suited to your cus- : | | Nt ° 
tomers’ requirements — : ov ) THE Vaiddin LINE 
shipped to you direct — : page | 19” and 21 
on time ...WNo need to . \ | Close trimming. Easy handling. Peak 


y, cutting efficiency. Quick-set height 
control. Convenient handle mounted 

CAULK-MASTER : 
oo a ¢ For spoutless cartridges throttle controls. Engineered for 
Ge Sesecues © ° maximum safety. Two piece handle 
both guns and nozzles : | adjusts to height of user. Dependable 


: : ° = | Briggs & Stratton 4-cycle motors with 
with all the established : “if c| recoil starters. 19” model 2 HP - 21” 
diameters and lengths, is: : Ya)" 2'/. HP. 


the result of years of ex- 
perience in interpreting 
what the industry requires. 


overstock. 


MAINTENANCE 
Bulk and cartridge gun 


All of the improvements 


° \ 
on caulking guns are con- Yj , | EDGE’N TRIM 


tinually being made at ; CONTRACTOR'S It's an edger. It's a trimmer. Stand up 
“VITAL” where.we can % control of alll operations. Easy to handle. 


Bulk and cartridge gun... 
serve you betterthanany- : for longer loads seared ronal yer oer aa 


one else, at lower prices, : _—ee Briggs & Stratton 2!/, HP 4-cycle engines, 

’ - 7TmEsS s ° . 
and with quality — on PLANNED with suction feed, chokamatic carburetion 
and recoil starters. 


beyond your 


j It will pay you to investigate the COOPER 
expectations. > 


LINE and learn how you can make your 


ae | 
b. a3 it \} power mower business show a healthy 
| TVA 7 profit at the end of the selling season. 
\ ~s 6 na 1s 6 Write TODAY for full information and 
ae informative literature. 


\ /ITRL P RO DUCTS Guilt for those who Want the Gest 


MANUFACTURING CO. #] COOPER MANUFACTURING CO. 


7904 Quincy Avenve ° Cleveland 4, Ohic 409-411 S. FIRST AVE, MARSHALLTOWN, IOWA 
Want more facts? Circle 198, p. 137 Want more facts? Circle 199, p. 137 
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STEVENS 


THE MARK OF QUALITY TOOLS 


Stevens Walden offers you the largest 

most complete lines of all types and 
styles of wrenches — quality tools, 
popular priced for volume selling. 


STEVENS WALDEN, INC., Worcester, Mass. 


Want more facts? Circle 200, p. 137 

















Chain Door Guard card is master sales- 
man. Besides permitting customers to see 
and “feel” the product, it lists sales fea- 
tures and complete installation instructions. 


new STANDARD” 
Chain Door Guard 
sells on sight 


This carded Chain Door Guard, newest product in the “Standard” 
line of over 90 items, is compact, attractively modern . . . sells on sight! 

An outstanding sales feature is provided by the special positioning of 
screw holes. This permits installation at the door edge without danger of 
splitting the wood or marring the finish. 

Available in brass, nickel and chrome finishes. Substantial welded 
chain. Screw holes of base and keeper fit flush for strongest possible 
attachment. 


A-11756A 


Shelby Metal Products Company 
a wince Shelby, Ohio 


Foo -s — , 
Originators of carded hardware complete with screws 


. HAROWe 
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Dealer solves window 


problem permanently 
(Continued from page 170) 


It was not expedient to remodel 
the store or to make major expen- 
ditures on the windows, but S. E. 
White, manager, felt that he had 
to do something to lend more sales 
appeal to the four windows. 

Accordingly, Mr. White built a 
series of shelves from the flat win- 
dow base, with each shelf extend- 
ing out about 14 in. in front of the 
one above, giving a broad stair- 
step effect. 

Manager White painted the ledges 
a deep color and selected merchan- 
dise that would show up best 
against the background. 

Volume in the lines featured in 
the rejuvenated windows imme- 
diately increased. 

Today Mr. White depends on his 
modernized windows to do much of 
his merchandising. Floor displays 
that tie in with the merchandise 
featured in the windows invariably 
moves better than it ever did be- 
fore the windows were face-lifted. 

“We still don’t have what you 
would call modern display win- 
dows,” Mr. White says, “but we 
were agreeably surprised at the ef- 
fect this minor operation has had 
on the pulling power of our win- 
dows.” 


Dealer finds showing 
outsells conversation 


Sometimes a little action is far 
superior to conversation. 

This has been found to be true 
at Leeper Hardware, Holton, Kan. 
Object in point: refrigerators taken 
in trade on new refrigerators or 
other appliances. 

Management at Leeper Hardware 
has learned that it pays to keep 
the used “ice boxes” running at all 
times. And seldom if ever are they 
defrosted. 

Why? The dealer has learned 
that “two inches of frost will sell a 
second hand refrigerator much 
faster than two weeks of talking.” 

The discovery that frost sells the 
units was made accidentally. The 
firm has always enjoyed a good re- 
sale business on trade-in refrigera- 
tors. One day recently some used 





| y a CIATE ! 
bor, , 


LK 
LOCALLY 





i 
Tu: eee 


S T 0 R c Packaged in attractive gift cartons for Christmas sales 


Dual Heat Soldering Gun Kit Power Sander and Polisher Homecraft Soldering Kit 


model 8200K $7 95 model 700 $1 348 model 8250AK $4 495 


list list list 
Single Heat Soldering Gun All Weller Tools are Heavy Duty Soldering Gur 
model 81008 $644 guaranteed for l year model 8250A $1 995 


list list 
Order now from your Weller wholesaler 


W E L L a ad E L E Cc Tr ~ ; o> Cc O R os s 601 Stone’s Crossing Rd., Easton, Pa. 


Want more facts? Circle 202, p. 137 
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An Open and Shut Case for Profits 
in North & Judd’s 
Anchor Brand Open Eye Snaps 





BOLT SNAPS 


Light chain patterns: 

Cast malleable iron 

No. 229, 4” eye, 23%” length 
No. 230, 32” eye, 344” length 
No. 231, 32” eye, 3/2” length 
No. 232, V2” eye, 4” length 


Heavy chain patterns: 

Cast malleable iron 

No. 240, 2” eye, 444” length 
No. 245, V2” eye, 5” length 
No. 250, 58” eye, 5/2” length 





SPRING SNAPS 


Spring Snap, swivel eye: Steel wire 
No. 1405, 2%” length, 4” ring size 
snap opening 
No. 1406, 31” length, 4” ring size 
snap opening 
No. 1407, 338” length, %,” ring size 
snap opening 
No. 1408, 356” length, %,” ring size 
snap opening 


Spring Snap, swivel eye: 
Cast malleabie iron 
No. 5037, 38” eye, 21/2” length 





LOXPRING SNAPS 


Loxpring Snaps patented: 
Cast malleable iron : 
No. 825, 3%” eye, 3” length 
No. 826, 2” eye, 334” length 
No. 827, 1/2” eye, 4” length. 











Stocking a range of Anchor Brand open eye snaps is an open and shut 
case of profit for you... here’s why. 

1 — You can meet any requirement from a broad selection of Anchor 
Brand open eye snaps. There are bolt types, spring types, others with the 
patented Loxpring. There’s a type of snap to satisfy practically any 
requirement. 

2 — Open eye is easily closed in a vise. 

3 — Customers know the Anchor Brand mark means dependability. The 
snap eyes close easily, hold well, last a long time. 

Order a supply of Anchor Brand open eye snaps from your jobber today 
and be ready for business from farmer, rancher or homemaker. 


NORTH —_— 


Manufacturing Company 


New Britain Connecticut 


New York ¢ Boston © Philadelphia « Atlanta « Jackson (Miss.) © West Palm Beach (Fla.) © Rochester (N. Y.) © Pittsburgh 
Detroit * Chicago * Minneapolis © St. Louis ¢ Dallas « Los Angeles © San Francisco © Seattle * Montreal London 
Want more facts? Circle 203, p. 137 
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boxes awaiting sale were plugged 
in by error. 

The trade, it was soon learned, 
was quicker to examine and buy a 
used box that is running and well 
frosted than one standing idle. Just 
why, no one knows. Now, Leeper 
Hardware keeps all used units run- 
ning, and sales have never been 
better. 


Mailbox gimmick draws 


rural trade’s interest 


John McMackin doesn’t get mail 
in the mailbox in front of his hard- 
ware store in downtown Salem, III. 
Postmen disregard it. But the peo- 
ple who need rural mailboxes don’t. 

The mailbox is mounted on a 
long standard, right in front of 
Mr. McMackin’s store. Customers 
can’t help noticing it as they walk 
in. It is put there for a purpose, to 
sell mailboxes to McMackin’s rural 
customers. It does just that. 

“IT think we get more than our 
share of the local mailbox busi- 
ness,’ Mr. McMackin says, “and 


don’t think this gimmick doesn’t 
help. It is a constant reminder to 
rural folks that we stock mail- 
boxes.” 

The mailbox, mounted on a six 
foot long steel standard, is inserted 
into a hole McMackin had drilled 
in the sidewalk in front of his 
store. It is put out each day, and 
taken in at night. 

Mr. McMackin has been a hard- 
ware merchant in Salem for the 
past 16 years. He always is seeking 
new ideas that ring the cash regis- 
ter. 

“New ideas,” he says, “don’t al- 
ways work, but you have to keep 
trying them to build new trade.” 








HERE’S THE 
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In the market for machine bolts? 
We make a full line of sizes 
Carriage, and lag bolts also. 
And they're all top quality. 


BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 


E port Distributor: Bethlehem Stee! Export Corporation 


BETHLEHEM 
FIN. HEX NUTS STEEL 
g 


for strength 
a . economy 


— — ; versatility 
Want more facts? Circle 204, p. 137 





HARDWARE AGE, November 3, 1960 ¢ 179 


Our VISE-GRIP* sales have 
increased 3 to 4 times 











“Volume is steadily increasing 
monthly thanks to this 
attractive display rack’’ 


says Les Vannice, owner 
Cascade Hardware, Yakima, Wash. 


Here’s just one more example of the success the new 
Vise-Grip display rack is meeting all over the country. 
Hardware dealers like it because it clearly displays a 
full line of Vise-~Grip products, yet takes only 14 inches 
of space in the store. Attractive, functional design adds 
to impulse sales. Customers can easily remove and 
examine any of the products. Ads featuring this free 
display rack are now running in Saturday Evening Post, 
Life, Popular Science, Popular Mechanics and Farm 
Journal. Order one now and have it up and working 
for you when prospects come in. Ask your jobber, 
or write direct to us for your free Vise-Grip display. 














Requires a 
minimum of 
space 

(only 14” 
wide). 


Easy to 


Bright 
yellow 
and black 
wi 
easy-to-read 
Features the sales 
complete 


Vise-Grip 
line. 


message. 


PETERSEN MFG. COMPANY 
Dept. HA-11 °¢ DeWitt, Nebraska 
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A joint promotion pulls 


traffic to Main Street 


A city’s Main Street becomes a carnival 


clogging the street from dawn ‘til dusk. 


In Chicago’s world famous curbside market known 
as “Maxwell Street” there are vendors who sell every- 
thing from rusty padlocks to mink. This market is 
well known to mid-westerners. 

Recently, Ace Hardware Store No. 105 joined a 
Maxwell Street day in downtown Watertown, Wis. 
The town elected to have a sale for all of its mer- 
chants, a sale that would echo the famous Chicago 
curbside market. 

Watertown’s merchants got into costume early in 
the morning, Aug. 3. They put their wares on the 
sidewalk, complete with signs, sale prices and window 
pennants. 

The merchants didn’t have to wait long for traffic 
that turned into throngs. Late-morning pedestrian 
traffic got so dense that automobiles had to be re- 
routed off of Main St. 

It seemed that the whole countryside poured into 
town to take advantage of the bargains that a Max- 
well Street Day was expected to deliver. The city is 
eagerly awaiting the advent of its next big sale day. 

Moral? “There ain’t hardly no business got that 
ain’t went after,” or, there are still plenty of ways 
to get customers to shop in town. 


Part of the crowd that grew and grew. 
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POST, LOOK sitoe icine 
=e JIFFY PLANTER == 


Twenty-four insertions in the nation’s eight most power- is packed in beautiful full color polyethylene packages, 
ful consumer magazines! Here’s promotion power that shipped in impressive display cartons complete with dra- 
WILL move new Jiffy Planter customers to your store, matic window streamers. 
that will spark repeat business for you from last year’s If you want them, hard-sell newspaper mats are avail- 
customers. To add even more sales power Jiffy Planter able, too! 


A proven 15 foot mat preplanted with over 1,000 premium 
annual flower seeds —and instant Vigoro — all for just 98¢ 


In three easy steps anyone, any age, anywhere can Jiffy Planter. 1. Loosen top soil 2. Roll out Jiffy Planter 
enjoy a harvest of beautiful flowers all summer long with 3. Keep well watered. 


Order now — before the promotion breaks! Available in both Cut Flower and Edging Mixture. 
See your wholesaler, jobber, or write direct. 


UNION WADDING COMPANY 


PAWTUCKET, RHODE ISLAND 
SINCE 1836 


Want more facts? Circle 206, p. 137 
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Du Pont Announces... 


NEW PROGRAM TO HELP. 
YOUR SALES OF HIGHER: § 
QUALITY PAINTBRUSHES 


New Du Pont promotion 
in leading magazines 
DONT SPOIL YOUR gives consumers a guide to 


NEXT PAINT JOB | higher-quality paintbrushes 
BEFORE YOU BEGIN 


MARE SSS Sein RABE Up to now, there has never been a visual guide 
| to determine quickly and easily the better-quality 
paintbrushes. With the wide variety of paint- 
= = 4 brushes available... differing in price and 
<r a  §  Guality... consumers will welcome a guide to 

ryan Ment nth ibe eh B the better-performing brushes. 
| i Cf pete ey Now, leading manufacturers are using the new 
at eo Du Pont ‘‘seal”’ on their higher-quality brushes to 
a indicate they are made 100% with tapered 
TYNEX® nylon filament. This bright red-and-white 
seal and the brushes it appears on will be widely 
publicized during the painting seasons of 1961. 


‘“‘Don’t spoil your next paint job before you 
begin,’’ the theme of Du Pont’s big new adver- 
tising campaign, is designed to sell painters on 
the importance of buying higher-quality brushes 
filled 100% with tapered Tynex. Millions of 
people will see these ads in THE SATURDAY EVENING 
POST, BETTER HOMES AND GARDENS, AMERICAN HOME, 
POPULAR MECHANICS and MECHANIX ILLUSTRATED. 


Great opportunity to trade up your customers. 
These higher-quality paintbrushes will mean not 
only more satisfied customers, but also more 
repeat sales and more profits for you. So don’t 
miss out on the biggest paintbrush promotion 
ever. Order a variety of sizes of higher-quality 
paintbrushes made 100% with tapered TYNex 
and display this seal of quality today! 

Want more facts? Circle 207, p. 137 
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DU PONT 


TAPERED TYNEX® NYLON FILAMENT 
IS MADE FOR 
QUALITY PAINTBRUSHES 


RSS 


Sag ~ ee 

’ & ‘ 7 
RAL 
* Bi t/ & i x 
» fet ‘a a 


- MECHANIX 


— ee POPU LAR : 





tewt- MECHANICS 


. du Pont de Nemours & Co. (Iinc.) 
Polychemicals Department 
Wilmington 98, Delaware 


QU PONT 


REG. U.S. PAT. OFF 
SETTER THINGS FOR BETTER LIVING 
. THROUGH CHEMISTRY 
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NEW BRUCGHUR 


CONTAINS 
USABLE DATA! 


















































Yours, free! Specification data on standard 
merchant, standard half and other types of 
Wheatland Couplings. Also complete data on 
Wheatland Pipe—standard, extra strong, double 
extra strong and structural. 


A handy, helpful addition to your 
files. Illustrated. Printed in color on 
durable stock. 


WHEATLAND STEEL PRODUCTS CO. | 
Dept. H, Bankers Securities Bldg. | MILL: Wheatland, Pa. 
Juniper & Walnut Sts., Phila. 7, Pa. 





Please send me your free coupling brochure. 
NAME 
TITLE 

COMPANY. 
ADDRESS 
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HENRY G. ROTH, vice- 
president of Ott-Heiskell 
Co., Wheeling, W. Va. 
wholesaler, has completed 
50 years in the hardware 
industry. Mr. Roth began 
his carrer with Ott-Heis- 
kell in 1910 as stockman 
and order clerk. Mr. Roth 
was soon promoted to 
builders’ hardware esti- 
mator, and later to catalog 
compiler. Mr. Roth also 
served in the firm’s adver- 
tising and sales promotion departments. At pres- 
ent, Mr. Roth is buyer of shelf hardware, sporting 
goods and major appliances. On Sept. 1, Mr. Roth 
was honored with a dinner, and presented with a 
silver plaque, to mark his 50th year with the firm. 
All employees of the firm attended the event. Mr. 
Roth is active in charitable, social and civic work. 
He is a Fourth Degree member of the Knights of 
Columbus and a past president of the Particular 
Council of St. Vincent DePaul Society. Mr. Roth’s 
hobbies are hunting, fishing, gardening, and his 
home workshop. 





TEAMWORK PAYS OFF! 


...When you order your pipe through the 


it WHEATLAND PRODUCER-JOBBER TEAM 


You can be sure this winning combination will supply 
INSIST you with steel pipe of unvarying high quality, job after 
ON PIPE job. And your Wheatland distributor sees to it that you 


MADE get the pipe you need .. . on time! 
IN U.S.A. See your Wheatland Pipe Distributor for black or galvanized 
Wheatland Steel Pipe. 


ayiliee- .. je with The yearmarh / 
mo ht ¥e i a 
.’ WHEATLAND STEEL PIPE 


WHEATLAND TUBE COMPANY 


Bankers Securities Bidg., Phila. 7, Pa. 
MILLS: Wheatiand, Pa. « Delair, N. J. 


Want more facts? Circle 209, p. 137 
HARDWARE AGE, November 3, 1960 © 185 





TURNBUCKLES 
oe — 








Complete Line of 


SELF-LOCKING 


EASY HANG perforated board fixtures 


Faster, 
easier, 
more positive 
locking — 


without clips! 


Bubble-packed and 
Card-mounted packaging. 


The most popu- 
lar Easy Hang 
Fixtures—24 
items—are now 
packaged on 
Card-mounted 
or Bubble- 
packed Display 
Cards to assure quick 
identification . . . stimu- 
late self-selection . . . de- 
velop volume sales. 


NEW K-5ZL 
merchandiser 


A store-tested Easy 
Hang department in 
itself. Holds assort- 
ment of self-locking 
fixtures, plus perfo- 
rated board in bin 
at back. Takes small 
24” x 21” floor space. 
Drop-shipped, pre- 
paid. Call your job- 
ber or write today. 


a  ocrtwzitt/s 
“ONE GOOD TURN (BUCKLE) DESERVES ANOTHER’ 
BOX 333, MICHIGAN CITY, IND. 
FACTORY: GRAND BEACH, MICH. 


Want more facts? Circle 210, p. 137 
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Convention Calendar 





conventions 


shows 


conferences 








24-26 


29-30 
29-31 
29-31 
30-31 





13-15 Mid-America Lawn, 


23-25 


27-29 Oklahoma Hardware & 


27-30 


Convention Check List 





For complete details about the conventions listed by dates below use 
the alphabetical listing following this quick check list. 


November 
3-5 Montana Hardware & 


Imple- 
ment Assn., Billings, Mont. 


6 Century Hardware Corp., Dealer 


Show & Open 


waukee. 


House, Mil- 
Garden & 
Outdoor Living Trade Show. 


Chicago. 


18-20 Retail Paint & Wallpaper Dis- 


tributors of America, _Inc.., 


Trade Show, Atlantic City. 


January 
8-10 Hibbard, Spencer 


Bartlet+t & 
Co. Annual! Convention of True 
Value, Auburn, Associated & 
Buhl Sons Dealers, Evanston, Ill. 
Weed & Co., Dealer Show 
Buffalo, N. Y. 

Ace Hardwore Corp., Annuo! 
Convention & Exhibit, Chicago. 
Pennsylvania & Atlantic Sea- 
board Hardware Assn., Phila- 
delphia. 
Minnesota __— Re tai! 
Assn., Minneapolis. 
National Housewares 
Chicago. 

Albany Hardware & Iron Co., 
Dealer Show. Albany, N. Y. 
Intermountain Assn., of Hard- 
ware & Implement Dealers, Salt 
Lake City, Utah. 

Pacific Northwest Hardware & 
Implement Assn., Spokane 
Wash. 

Texas Hardware & 
Assn., Houston, Texas. 
United Hardware Distributing 
Co., Annual Stockholders’ Meet- 
ing & Merchandising Show, Min- 
neapolis. 

South Dakota Retail Hardware 
Assn., Sioux Falls, S. D. 
Mountain States, Hardware & 
Implement Assn., Denver, Colo. 
Imple 


City 


Hardware 


Exhibit. 


Implement 


ment Assn., Oklahoma 
Okla. 

Illinois Retail Hardware Assn. 
Honolulu, Hawaii. 
Louisiana-Mississippi Retai! 
Hardware Assn., Jackson, Miss. 
Indiana Retail Hardware Assn.. 
Indianapolis. 

North Coast Retail Hardware 
Assn., Inc., Seattle Wash. 


American Hardware Supply 


Merchandise Fair, Pitts- 


Co., 
burgh. 


February 


5-6 Nebraska 


5-6 Tennessee 


5-7 
5-8 
6-7 
7-9 


7-9 Alabama 


Retail Hardware 
Assn., Lincoln, Nebr. 

Retail Hardware 
Assn., Nashville, Tenn. 

Virginia Retail Hardware Assn.., 
Roanoke, Va. 

Ohio Hardwore Assn., 
land, Ohio. 

Wisconsin Retail Hardware 
Assn., Milwaukee, Wis. 

C. Y. Schelly & Bros., Inc., An- 
nual Spring Show, Fairgrounds 
Allentown, Pa. 
Connecticut Hardware 
Hartford, Conn. 
Arkansas Retail Hardware 
Assn., Little Rock, Ark. 
Tri-State Hardwore & Imple- 
ment Assn., Amarillo, Texas. 
Western States Hardwoare- 
Houseware Show, San Fran- 
Cisco. 

Kentucky Retail 
Assn., Louisville, Ky. 
Michigan _— Retail 
Assn., Detroit. 

lowa Retail Hardware Assn.., 
Des Moines, lowa. 

Our Own Hardware Co., Spring 
Convention, Minneapolis. 
Piedmont Hardware Co., Gen- 
eral Trade Show, Danville, Va. 
Oklahoma Hardware Co., An- 
nual Spring Market, Oklahoma 
City, Okla. 

West Coast Hardware & 
Housewares Show, Los Anaeles. 
New England Hardware Deal- 
ers Assn., Boston. 
Western Retai! 
Hardwore Aissn.., 
Mo. 

Hardwore Assn. of the 
linas, Charlotte, N. C. 
West Virginia Hardware 
Huntington, W. Va. 

New York State Retail Hard- 
wore Assn., Syracuse, N. Y. 


Cleve- 


Assn. 


Hardwore 


Hardware 


Implement & 
Kansas City, 


Caro- 


Assn., 


Central Jersey Wholesalers, 
Inc., Dealer Show, Asbury Park, 
N. J. 

Retail Hardware 
Assn., Birmingham, Ala. 








National Events 


National 
16 - 20 


Jan. 
Chicago. 


Housewares Exhibit, 
Exposition Hall, 


Sponsored by National Housewares 


Mfrs. 


Assn., 1130 Merchandise 


Mart, Chicago, 54; Dolph Zapfel, 


secretary. 


Retail 


Paint & Wall Paper Distribu- 
tors of America Convention & Trade 








A SALE I$ IN 
THE MAKING 


Every time one of your customers 
‘“‘hefts’’ a CHANNELLOCK No. 420, 
a sale is in the making. He'll like its pipe- 
wrench grip...its obvious all ‘round use- 
fulness. And the odds are he'll tell you 
to wrap it up. Hundreds of thousands 
of hardware store customers do just 
that every year. 


Cash in on Channellock’s 
growing sales. Put these 
handy pliers out front where 

your customers can eye ’em 

and buy ‘’em. You'll like the 
extra profits. Let us send you 
our new catalog. 

CHAMPION DeARMENT TOOL COMPANY 


MEADVILLE, PENNSYLVANIA 


— 
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3 NEW 2F7 aces? ws 


Show, Nov. 18-20, at Atlantic City 

NEW =aR7@ ® Convention Hall. Hotel headquar- 
ters at Traymore Hotel. Dee Bel- 

World’s Largest- Selling veal, 8131 Delmar Blvd., St. Louis 


Heating Tape 30, Mo. 





Regional Events 
NOW AVAILABLE ON Ace Hardware Corp., Chicago, An- 


WIRE RACK nual Convention and Exhibit, Jan. 
15-17, at C d Hilton Hotel, Chi- 
MERCHANDISER — 


Alb Hard & Iron Co., Deal 

YOU MAKE MORE ius, Aaa ok cams a 
fices, Broad a At. 

BECAUSE YOU SELL MORE! ices, Broadway at Arch St, Al 


YOU SELL MORE BECAUSE American Hardware Supply Co., Mer 

CONTENTS wins chandise Fair, Jan. 30-31, at com- 

pany offices, 14 Terminal Way, 

Reusable wire rack contains SUPERIOR PRODUCTS... Pittsburgh, Pa. ; 

2 thermostats, 1 8-ft. and 1 

12-ft. Automatic Line-O-Heat COMPETITIVELY PRICED Central J + Wholesalers. I 

and 1 4-ft., 2 6-ft., 1 8-ft., Nothing compares with Line-O-Heat ersey olesalers, inc., 

1 12-ft., 2 16-ft., 2 20-ft. and to keep pipes, pumps, etc., from Dealer Show, March 5, at Hotel 

1 30-ft. regular Line-O-Heat. freezing. Guaranteed Line-O-Heat is Berkeley - Carteret, Asbury Park, 


built up to a standard, not down to N. J. 
ateey RETAIL a price ... yet, because of know- 


how, it’s competitively priced! Century Hardware Corp., Dealer Show 
& Open House, Nov. 6, at company 
e NATIONALLY ADVERTISED showroom, 4711 W. Woolworth Ave., 
YOU MAKE.... $1 8.95 Line-O-Heat is nationally Milwaukee, Wis. 


advertised in Post and 25 
other publications! 








Hardware Assn. of the Carolinas 
FREE-REPLACEMENT Hardware & Housewares Show & 
GUARANTEE ‘ FREE SELLING AIDS Convention, Feb. 21-23. Hotel head- 


All Smith-Gates products are = of . 2 quarters at Charlotte Hotel, sessions 
fully guaranteed and will be \: | Window streamer packed and exhibits at Radio Center Audi- 


ie satnial tr te testo. in each carton. Stuffers, torium, Charlotte. Martin F. Kaelke 
J ; . . , 


h : | 
ee mats, etc., available upon Box 6215. Charl 7 
request. ox 6215, Chariotte 7. 


Ske Se ke ee Ree Ke KS eS et ee Be Hibbard, Spencer, Bartlett & Co., An- 

R0Or nual Convention of True Value, 
Auburn, Associated and Buhl Sons 
Dealers, Jan. 8-10, at 2201 Howard 
Ave., Evanston, Ill. 























Intermountain Assn. of Hardware & 
Implement Dealers Convention, Jan. 
22-24, Hotel headquarters and ses- 
sions at Hotel Utah, Salt Lake City. 
Leon L. Weeks, 308 Bank of Idaho 
Bidg., Boise, Idaho. 


ROOF 
DE-ICER 
KIT 


Mid-America Lawn, Garden & Out- 
door Living Trade Show, Chicago, 


Nov. 13-15, Navy Pier, Chicago. 
INSULATION KITS ov avy Pier, Chicago 


Frank Yeager, 331 Madison Ave., 
IN “YELL-‘N’-SELL” New York 17, managing director. 


MERCHANDISER Mountain States Hardware & Imple- 


Contains 20 kits, each with ment Assn. Convention, Jan. 24-26. 
enough ey material to cover Hotel headquarters and sessions at 
23 ft. of 1/4-in. pipe. Kit, $0.98. Cosmopolitan Hotel, Denver, Colo. 


Francis W. Reich, Box 73, Boulder, 
ASK YOUR JOBBER OR WRITE FOR FULL DETAILS Colo. 


THE SMITH-GATES CORP. ¢ FARMINGTON, CONN. New England Hardware Dealers’ 


Assn. Convention, Feb. 19-21. Hotel 


Prevents ice dams which 
cause water to back up under 
shingles and drip into house. Kit 
consists of black Line-O-Heat, hooks, 
nails, instructions. Watts 


Protects at 
Cat. Heater |Roof (or) Gutter} 120 
No. Length & Spout! VAC Price 


RK10 | 20 ft. | 10 ft.) 20 ft.; 120) $ 5.45 
RK20 | 40 ft. | 20ft.| 40 ft.) 240 8.65 
RK40 | 80 ft. | 40ft.| 80 ft.; 480) 15.45 





a wt Ht et re et Re Bt Re ee Rs 
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QUALITY LEVELS 
A LEVEL 1 
FOR EVERY 


= 
a 
~ > 


\ 


~ » > 
4 <a os 
w" a NN ARO ARIEL RD, ~~. 








4 STEEL Weer o ' 
Frey FOLD © & ci 


pe oSTEEL WOOL PADS | 


FLEX-FOLD: PADS 


SPLIT—YOU MAKE 2 PERFECT 8 PACKS! 


1 POUND TUBES @ SPOOL WOOL 
FLOOR PADS @ HANDI-KITS 

SCOUR PADS @ SOAP-FILLED PADS 
Not sold direct. Order thie nt you Waerarnnit, 
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Don’t take our word for it 
—try a new RI@eatp Flar- 
ing Tool! See if you don’t 
get smoother, stronger, 
more uniform flares . . . in 
less time and with less 
effort than ever before! 
Then, compare this new 
Riceaip Flaring Tool, 
feature-by-feature, with 
any flaring tool you’ve 
ever sold or owned: 
® Feed releases automati- 
cally when flare is fully 
formed. @® Reversing feed 
screw burnishes flare. ® 
Hardened steel die bars 
are precision-machined. ® 
Large, comfort-grip feed 


screw handle turns easily. 
® Precision-ground, hard- 
ened steel flaring cone, 
eccentrically mounted in 
precision bearings, pro- 
duces rolling action for 
even metal flow .. . gives 
uniform flare walls with- 
out galling. ¢ Tubing hole 
sizes are clearly marked. 
@ Easy sliding rugged 
malleable yoke serves as 
stop for tubing to give 
correct flare size. @® Yoke 
clamp screw fits into 
centering hole . . . locks 
bars, yoke and tubing into 
perfect alignment. @ Stop 
pins keep yoke on die bars 
at all times... yoke can’t 
slide off. 


3 MODELS: 
RIGID No. 457 for 45° flares, “"’ to %”’ O.D. (7 sizes) 
RIAlib No. 459 for 45° flares, 4%" to %”” O.D. (9 sizes) 
RiGAib No. 376 for 37° flares, %"" to %’” O.D. (6 sizes) 


For sure sales, stock and sell these new RITZAQID Fiaring Tools. You'll 
want one for your service department, too. Call your Wholesaler today! 
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HARDWARE AGE, November 3, 1960 © 189 








Only Reichert has a complete tne of flats and tank 
balls . . . sizes, styles, shapes and weights for every 
application and water condition. 
The patented seam and spud 
construction makes Reichert Floats the 
strongest. They never leak. Reichert Tank Balls 
always seat. The exclusive positive closing Spin Seat 
(Trdmrk. Reg.) (Pat. No. 2788525) revolves on flushing; seats in a 
different position every time. 
Send for new catalog and prices on sump 
pump, humidifier, pressure, open and 
flush tank, and general purpose copper 


and plastic floats and rubber tank balls. 


FLOAT & MFG. CO. 


2243 Smead Avenue ° 
Want more facts? Circle 216, p. 137 
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Toledo 6, Ohio | 


DRAIN 


GENERAL'S NEW SPIN-THRU 2%.’., 
THE HOT ITEM... RIGHT NOW 


COMPACT-COLORFUL cee rat 
EASY TO USE er 
NO MESS ~~ : 
LOW PRICE 


PLUS: Steel container that 
holds up to 25 ft. of 44” 
snake. Compact, modern de- 
sign with new T-grip handle 
. « . finished in smart colors 
for maximum visual appeal. 
Eliminates dirt and floor 
mess. Stock it . . . show it cor 
. . and watch it sell! 7 


Steel T-grip handle 
as shown 





ne 


SL) 


or economical 
wooden handle 


SEE YOUR WHOLESALER OR WRITE 
FOR DETAILS ON GENERAL'S ALL- 
NEW SPIN-THRU UNITS— 


Complete catalog covers boxed 
drain augers, closet augers, flat 
sewer rods, power drain-cleaning 
equipment, pipe hooks and cop- 
per tubing straps. 


GENERAL WIRE SPRING COMPANY 


904 S. SARAH STREET ¢ PITTSBURGH 3, PA. 
WHOLESALERS THROUGHOUT THE U. S. AND CANADA 
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HIF time 
in London 
again 


~ * 
wee FP 4 
=a) 2 » 
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FEBRUARY 6-10 1961 
OLYMPIA-LONDON 


Oe pene 


Me! 3 1th International Hardware Trades Fair 


a > 
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‘DEPENDABILITY 


Dependability means many things 
to many people. 
To the mariner, dependability is 
exemplified by the never-failing flash 
of the lighthouse which guides his 
ship safely into port. 
To hundreds of hardware whole- 
salers and dealers — and their cus- 


headquarters and sessions at Stat- 
ler - Hilton Hotel, exhibit at First 
Corps of Cadets Armory, Boston. 
Chester C. Putney, ®€5 Boylston 
St., Boston 16. 


North Coast Retail Hardware Assn. 
Convention, Jan. 29-31. Hotel head- 
quarters and exhibit at Olympic 
Hotel, Seattle, Wash. Martin W. 
Danko, Route 12, Box 109, Fife 
Square, Tacoma, Wash. 


Oklahoma Hardware Co., Annual 
Spring Market, Feb. 19-20, at Huck- 
ins Hotel, Oklahoma City, Okla. 


Our Own Hardware Co., Spring Con- 
vention, Feb. 12-15, at company 
offices, 618 N. Third St., Minne- 
apolis, Minn. 


Pacific Northwest Hardware & Imple- 
ment Assn. Convention, Jan. 22-24. 
Hotel headquarters and sessions at 
Davenport Hotel, Spokane, Wash. 
J. Malcolm Smith, 303 Empire State 
Bldg., Spokane, Wash. 


Pennsylvania & Atlantic Seaboard 
Hardware Assn. Convention, Jan. 
15-18. Hotel headquarters, sessions 
and exhibit at Sheraton Hotel, 
Philadelphia. J. Wayne Tisdale, 
8820 Walnut St., Harrisburg, Pa. 


Piedmont Hardware Co., Annual Gen- 
eral Trade Show, Feb. 15-16, at 
company display room, 554 Crag- 
head St., Danville, Va. 


C. Y. Schelly & Bros., Inc., Allentown, 
Annual Spring Show, Feb. 7-9, at 
Agricultural Exposition Hall, Fair- 
grounds, Allentown, Pa. 


Tri-State Hardware & Implement 
Assn. Convention, Feb. 12-13. Hotel 
headquarters, sessions and exhibit 
at Herring Hotel, Amarillo, Texas. 
R. B. Allen, 1409 Fourth Ave., Can- 
yon, Texas. 


United Hardware Distributing Co., 
Minneapolis, Annual Stockholders’ 
Meeting and Merchandise Show, 
Jan. 23-26, at Minneapolis Audi- 
torium. 


Weed & Co., Buffalo, N. Y., Dealer 
Show, Jan. 8-11, at Statler-Hilton 
Hotel, Buffalo, N. Y. 


Western States Hardware - House- 
wares Show, sponsored by Califor- 
nia Retail Hardware Assn. Feb. 12- 
14, Hotel headquarters and sessions 
at Jack Tar Hotel. Exhibit at 
Brooks Hall Civic Center, San 


tomers, too — the WRIGHT 
Diamond trade mark is the 
symbol of reliable, high quality 
products, competitively priced 
and manufactured by 
a company whose 
reputation for de- 
pendability and serv- 
ice is well established. 
That's why it will pay 
you to stock and 
sell... 


> 


WRIGHT WIRE PRODUCTS 


WELDEDGE WOVEN HARDWARE CLOTH 


Wright Weldedge Hardware Cloth (2, 3, 
4 and 8 mesh) is precision woven by a new 
process, with flat wire selvages giving added 
strength, rigidity and uniformity of mesh. 
This new process makes this Wire Cloth 
straighter and flatter than ever before. It 
has a wide variety of uses around the home, 
on the farm and in industry and can also be 
furnished with conventional loop selvage. 


Heavily galvanized after weaving. 








WRIGHT WIRE STRAND 
(clothesline) 


This quality wire, per- 
fectly stranded and 
heavily galvanized is 
supplied in cartons 
containing twenty 50- 
foot connected coils 
for easy handling. 

© 6 Strand No. 18 
© 6 Strand No. 20 


°e No. 3 Cushion 
Center 


4 Strand No. 20 
7 Strand No. 18 

















(WRIGHT 


iy 


WRIGHTLINE REVERSE TWIST 








Aluminum 


NETTING 


Easily identified by 
the famous ROOSTER 
trade mark, Wright- 
line Reverse Twist 
Netting with reinforc- 
ing line wires unrolls 
perfectly straight and 
flat —and stays that 
way! It’s easier to use 
— has no sags or 
bulges. Furnished gal- 
vanized either before 


or after weaving. 


G. F. WRIGHT STEEL & WIRE CO. 


WORCESTER 3, 


MASSACHUSETTS 


Wright Woven Wire 


Products 





Write today for catalog on these and other fi 
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New Manor Electric Wall Clock 
Tilt-down dial is glare-free! Mounts flush. 
Front hand set; sweep second hand. White, 
Turquoise or Yellow finish. 
912 


Beautifully Styled 
Sheraton Electric Alarm 


Traditional design with graceful scrollwork 

dial. Brass finish bezel; round brass feet. 

Sweep alarm indicator. 

1085—Lt. Mahogany or New Maple Finish 
(Early American). Plain dial $9.98 

1085-L—Dk. Mahogany. Luminous dial .$10. 


New Deluxe Travette Alarm 


Genuine cowhide case. Only 3x 3x 1” closed. 
Luminous hands. Red or Tan finish. 
458-L 


0) New Deluxe Travalarm 


Sliding shutter front; easel back. Luminous 
dial and hands, non-breakable case. Two- 
tone Duo-larm. Gold or Silver color case with 
matching trim. 

475-L 





(E) New Athens Wall Clock. 


Dramatic decorator's 
piece!...48 gold colored 
rays of high impact mate- 
rial; embossed brass 
numerals. 20” diam. 
400—8-day front 


wind $27. ‘e 
911—Electric, sweep 
second hand $24.95 ) 
(E) 
New Drowse Electric 
Alarm 
Features exclusive “sleep- 


selector’. Wakes you gently, 
lets you choose 5 or 10 min. 


extra sleep—then wakes you 
again! 
800—Cloud Gray, 
Plain Dial............$5.98 
800-L—Doeskin, Pine frost 
Green or Pink with Luminous 
$6.98 
E All Prices Retail! 


... nere come 
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Get ready for the biggest Westclox Christmas 
sales season ever! New gigantic network and 
consumer magazine advertising—all add up to 
more sales for you! 

Starting with The Tab Hunter Show —every 
Sunday evening at peak viewing time—continu- 
ing with hard-hitting full-color advertisements in 
the country’s biggest publications —and winding 
up with a complete merchandising program that 
includes ad mats, window banners and all the 
material you need ...this promises to be the 
biggest selling season in the entire history of 
Westclox. 

Don’t miss out! Get out your order blanks 
and stock up ’cause here comes Westclox! 


Lance Self-Winding, Waterproof* Watch 

This watch has everything! Self-winding, waterproof*, 

dustproof*, unbreakable mainspring, shock resistant, 

anti-magnetic, handsome chrome case. 
| $14.95 


GIANT You name them— Westclox will be 


~ in them! SaTURDAY EVENING Post, 
Famous Ballet in New Exquisite Design PACKAGE Look magazine, BETTER HOMES 


This is the watch that looks expensive but has a tiny OF AND GARDENS, THIS WEEK, 
price. All the features women like: Beautiful sculptur- FAMILY WEEKLY, TV GUIDE, 
ing; dainty, shock resistant, unbreakable mainspring 


S A ,S 
_ color case. ee a -. NATIONAL aPenncheny neha ae 


Newspaper Supplements— Westclox 
FULL-COLOR is blanketing the country with ads 
that are hard-hitting, dynamic, 

GIFT designed to sell at the retail level! 
ADS! Get in now on the biggest Westclox 
H promotion you’ ve ever seen! 


-/ SPORT 


New Waterproof* Wrist Ben 

New, larger, more visible, luminous dial that most men 

like! Dustproof*, shock resistant, anti-magnetic. Un- 

breakable mainspring. Gray leather strap. Kr. 
689-L eh eee ea ied .. $10.95 \ 


a 


4 & E ie 
= 


Sports Waterproof* Coquette 

Lovely combination of function, value, high- 
styling! One-piece gold color case; high 
fashion dial; dustproof*, shock resistant. 
Unbreakable mainspring. Brown alligator 
grain strap. 


*Provided original seal is replaced 
if opened for service. 


WESTCLOX 


MAKERS OF BIG BEN + DIVISION OF GENERAL TIME CORPORATION « LA SALLE-PERU ILLINOIS 
Want more facts? Circle 220, p. 137 
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Francisco. Krueger B. Jacobsen, 122 
Ninth St., San Francisco 3. 


West Coast Hardware & Housewares 
Show of the Pacific Southwest Hard- 
ware Assn., Feb. 19-21, at Great 
Western Exhibit Center, Los An- 
geles. Otto H. Grigg, 1519 S. Gar- 
field St., Los Angeles. 





Western Retail Implement & Hard- 
ware Assn., Feb. 20-22. Hotel head- 
quarters at President Hotel. Ses- 
sions and exhibit at Municipal Au- 
ditorium, Kansas City. J. Keith 
Melvin, 638 W. 39th St., Kansas 
City, Mo. 





State Events 


Now, your profit line of quality garden tools can be Ames Alabama Retail Hardware Assn. Con- 


: vention, Mar. 7-9. Hotel headquar- 
all the way! And, remember, with Ames, orders are hoe ak Seakelien See Melee 


shipped from one plant, all at one time. and exhibit at Municipal Audi- 
torium, Birmingham. A. B. Hill, 
Garden Tools « Shovels » Casual Furniture * Metal Housewares 2201 Highland Ave., Birmingham. 


Arkansas Retail Hardware Assn. Con- 

O. AMES Cc O. PARKERSBURG, WEST VIRGINIA vention, Feb. 12-18. Hotel head- 

‘ quarters at Marion Hotel. Sessions 

Want more facts? Circle 221, p. 137 and exhibit at Robinson Auditorium, 

Little Rock. Tom R. Pickney, 1014% 
oo oe ee ee wa wr Main, Little Rock. 


THE NAME THAT SELLS ” | a : Connecticut Hardware Assn. Conven- 
IN THE PAC THAT ATTRACTS! So aa te sme ’ tion, Feb. 8. Hotel headquarters 


) : and sessions at Bond Hotel, Hart- 
y, Py » 1 ) ford, Conn. Russell Carlson, New 


Milford. 


Ean, ee Illinois Retail Hardware Assn. Con- 
4 a i i vention, Jan. 27-30. Hotel head- 
quarters and sessions at Hawaiian 
Village Hotel, Honolulu, Hawaii. 
William F. Ewert, 1451 Merchan- 
dise Mart Plaza, Chicago 54. 





What a trio for profit... Victor traps in eye- : 3 4 
catching, self-selling visual display pacs! No. M-P Victor i 


i Twin-Pac Indiana Retail Hardware Assn. Con- 
whe you — ne Traps, = ———— 36. vention, Jan. 29-31. Hotel head- 
make more pro ause you've g e name, tT: 
f package, the quality, and most important...a big NEW! No. M-17 E - eon at ppc rete oma 
i profit margin, to back you up. And with Victor pacs, Victor Easy-Set 4 Snes See Cla OS Saeee vost 
you eliminate “‘one-at-a-time” sales and reduce shrink- Metal Mouse Trap ple, Indianapolis. W. J. Sheely, 4120 
4 age, too. on new 2-Pac Card é N. Keystone, Indianapolis. 
Remember, all you have to do is display Victor ny 07 ae . : ' 
\ traps in convenient pacs...they sell themselves! ge ee rics See “spe =. 
aT . » ion, Feb. 12-15. Hotel headquarters 
‘ at Hotel Savery. Exhibit at Vet- 
erans Memorial Auditorium, Des 
Moines. Philip R. Jacobson, 520 W. 
35th St., Dest Moines 12. 


No. M-O Victor 
4-Pac 


Kentucky Retail Hardware Assn. Con- 
vention, Feb. 12-14. Hotel head- 
quarters, sessions and exhibit at 
Kentucky Hotel, Louisville. Edward 
Keiley, 501 Republic Bldg., Louis- 

Order Victor mouse and rat traps ville 2. 
from your wholesaler. 
ANIMAL TRAP COMPANY OF AMERICA Louisiana - Mississippi Retail Hard- 
LITITZ, PA. « PASCAGOULA, MISS. « BERKELEY, CALIF, « NIAGARA FALLS, CANADA ware Assn. Convention, Jan. 29-30. 
Want more facts? Circle 222, p. 137 Hotel headquarters, sessions and 
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NEW. ee 
and priced right 


4-SLICE TOASTER 


ANOTHER TIMELY PROFIT- 
MAKER FROM YOUR LOCAL 
LIBERTY DISTRIBUTOR, 


ASK YOUR LIBERTY SALESMAN 
FOR DETAILS. 


Or write 


R. C. VEREEN 
Managing Director 


Liberty Distributors 


Box 95 Phila., Pa. 
Want more facts? Circle 223, p. 


ALWAYS 


We always did, and always will 
direct customers, millions of 
them, to 
your hardware store for their 
Water Master Toilet Tank Balls. 





hardware stores, to 


Your customers ask for Water 
Masters. It pays to carry them. 
For a small investment, you can 
enjoy these smooth, easy sales, 
the year ‘round. 


SELL THE 
GENUINE 


WATER 
MASTER 


The Hardware Man’s 


TOILET TANK BALL 


America’s Largest Seller 


Want more facts? Circle 224, p. 137 
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exhibit at Heidelberg Hotel, Jack- 
son, Miss. David O. Mansfield, Box 
1696, Jackson. 


Michigan Retail Hardware Assn. Con- 
vention, Feb. 12-14. Hotel head- 
quarters at Pick-Fort Shelby Hotel. 
Sessions at Pick-Fort Shelby Hotel 
and Cobo Hall. Exhibit at Cobo 
Hall, Detroit. Harold W. Schu- 
macher, 1916 Michigan National 
Tower, Lansing 8. 


Minnesota Retail Hardware Assn. 
Convention, Jan. 16-18. Hotel head- 
quarters, sessions and exhibit at 
Leamington Hotel, Minneapolis. 
C. J. Christopher, 3033 Excelsior 
Blivd., Minneapolis 16. 


Montana Hardware & Implement 
Assn. Convention, Nov. 3-5. Hotel 
headquarters and sessions at North- 
ern Hotel, Billings, Mont. Norman 
O. Blevins, Box 1152, Helena. 


Nebraska Retail Hardware Assn. Con- 
vention, Feb. 5-6. Hotel headquar- 
ters and sessions at Hotel Corn- 
husker. Exhibit at Pershing Munic- 
ipal Auditorium, Lincoln. Frank 
Capalino, 303 Insurance Bldg., Lin- 
coln 8. 


New York State Retail Hardware 
Assn. Convention, Feb. 27-Mar. 1. 
Hotel headquarters and sessions at 
Syracuse Hotel. Exhibits at Onon- 
daga County War Memorial, Syra- 
cuse. Nicholas H. Kiley, Hills Bldg., 
Syracuse 2. 


Ohio Hardware Assn. Convention, 
Feb. 5-8. Hotel headquarters and 
sessions at Sheraton Cleveland 
Hotel. Exhibit at Cleveland Public 
Auditorium, Cleveland. John B. 
Conklin, 1540 W. Fifth Ave., Co- 
lumbus 12. 


Oklahoma Hardware & Implement 
Assn. Convention, Jan. 27-29. Hotel 
headquarters and sessions at Skir- 
vin Hotel. Exhibit at State Fair- 
grounds, Oklahoma City. 


South Dakota Retail Hardware Assn. 
Convention, Jan. 23-25. Hotel head- 
quarters and sessions at Sheraton 
Carpenter Hotel. Exhibit at Colli- 
seum, Sioux Falls. Harris T. Ben- 
son, 2108 S. Western Ave., Sioux 
Falls. 


Tennessee Retail Hardware Assn. 
Convention, Feb. 5-6. Hotel head- 
quarters at Andrew Jackson Hotel. 
Sessions and exhibit at State Fair- 
ground Coliseum. R. J. Parish, Box 
784, Nashville. 


Texas Hardware & Implement Assn. 
Convention, Jan. 22-24. Hotel head- 





Stock the one 
all purpose 
water seal 





Proved by home owners 
— contractors 


widely advertised 


MOISTURE PROOF WALLS, 
CEILINGS, FOUNDATIONS 


Wood + Tile + Stucco «+ Masonry 
Concrete + Shingles + Painted 
and unpainted surfaces 
Prevents dry rot, efflorescence, 
water stains - Retards dampness 
in basements «+ Lasts five years 


OUTDOOR USES 


Keeps moisture out of camping equip- 
ment, awnings, convertible tops, garden 
furniture, pads, planter boxes, boots, 
shoes, any porous material 


Easy to apply by brush, spray or roller. 
Deep penetrating. Colorless. 


Excellent concrete curing and sealing 
agent. Proved bond breaker for pre-cast, 
tilt up and lift slab construction. 


Order from your wholesaler or Thomp- 
son distributor. Ask about free perma- 


nent display fixture to speed up sales, 
save inventory. 


Write for complete information end name of 
distributor nearest you. eoee 


MANUFACTURERS OF FINE PROTECT 
CHEMICALS SINCE 1929 
E. A. Thompson Co., inc., Merchand 


Son Francisco 3, Californic 


San Francisco * Los ° San 
Portland * Chicago * suites Denver 3 ™ 
Houston * St. * St. Paul * Detroit ¢ 


Louis 
Philadelphia * New York City * Mem 
Cleveland * Factory: King Cite, Califa , 
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AMERICA’S 
FINEST 


@ ITED ITS am R-Y-) F- 
for Professional 
or Home Workshop 


aster 


RADIAL 
ARM DRILL 


The original radial arm drill 
— Drills from every angle. . 
a real -ales leader for those 
who want the best. Com- 
p.ete with motor, $109.95. 


Deluxe 
Tilting Arbor 
Table Saw 


For the man who wants the 
finest. Saw model TA8-A, 
cast table extensions, switch 
and cord, less motor $119.95. 


MASTER 


Clean, functional 
Re design with 
entire 

frame and 

cover in single 
casting. Precision 


6” Jointer Planer 


Big 34” x 6” table; sealed-for- 

. life ball bearings; depth of cut 
eesuet rol thick VY". 6” Jointer Planer less 
stock: cuts to cen- motor, $99.95. 4” Jointer 
ter of 20" circle: Planer less motor, $59.95. 


tiltg to 45°. Saw 
less motor, $69.95. 


12” Table Model 
Drill Press 


Jacobs chuck 
~~’ 4” capacity; 
table to 
chuck, 81,4”. 
Heavy cast 
base and 
table. Drill 
Press less 
motor $59.95 


Jig Saw 


Sena Table Jig Saw with capacity to 
21%" thick; completely self-contained 

motor ; finest design and construction. 

20” Jig Saw 

complete, 

$54.50. 


Saw-Jointer Combination 


8” Tilting Arbor Table Saw; 4” Jointer Planer. 
Complete gr stand and motor competitively 
priced, $174.9 

FULL LINE OF ACCESSORIES: 


Write today for complete catalog 
of power tools and accessories and 
name of nearest distributor. 


Div. ENERGY MFG. CO., Monticello, lowa 
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969 SOUTH STREET ° 


This is a BIG wheel . . . 


the illustration is several times bigger than the origi- 
nal... and it is an important wheel often entrusted to 
cut hundreds of dollars worth of glass. Yes, it is a 
Glass Cutter wheel! It is a FLETCHER wheel. That's 
what makes it important. It is lubricone impinged. 

And now FLETCHER again leads with a Ball Bear- 
ing glass cutter for the user who wants the very best. 
Each cutter is in a plastic Pocket Caddy containing an 
oil pad. Be the first to stock these new cutters. There 
is a full 40% 


your jobber. 


THE FLETCHER - TERRY COMPANY 


FORESTVILLE, CONN. 
Want more facts? Circle 227, p. 137 


NEW PRODUCT 
PASSES 9.000.000 


IN SALES 


ACCEPTANCE and QUALITY 
PROVEN i in shen THREE yi sag 


profit for the dealer. Order through 




















HOLLOW WAM ANCHORS 


+The preferred product by 
contractors and “do-it-your- 
j selfers.” Only three sizes for 
~, all walls and hollow doors, 
ito keep your inventory low. 
- Are you in on the profits? 


* OTHER PRODUCTS for your 
: - PROFIT:- 

_“DHD” Diamond Hammer Drive, 
2 Nail Type Anchors 

- Diamond Red Seal Calking Anchors 


Diamond “‘Multi-Size’’ Wood Screw 
Anchors 


Diamond “SPRING” Toggle Bolts 


ASL DIAMOND “P” Lag Screw Ex- 
_— pansion Shields 


— Percussion Masonry 
$ 


Ask your Distributor. 


DIAMOND EXPANSION BOLT CO., Inc. Garwood, N. J. 
Want more facts? Circle 228, p. 137 





WRITE FOR SAMPLE packed in 
impulse- buying NEW BLISTER PACK 





Be the Profit-Making 
Pace Setter in your 
area with Deluxe 


Dainty Aaa 
ELECTRIC BLANKETS 


ASK YOUR LIBERTY SALESMAN 
FOR DETAILS. 


Or write 
R. C. VEREEN 
Managing Director 


Liberty Distributors 


Box 95 Phila., Pa. 
Want more facts? Circle 229, p. 137 





MOST BEAUTIFUL 
CAN OPENER 
MADE 


PORTABLE | 


| aie | 


CAN 
OPENER 


( Bical) MANUFACTURING CO 
Kansas Gity 29 Missour 
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| Convention Calendar 





(Continued ) 


quarters, sessions and exhibit at 
Shamrock Hilton Hotel, Houston. 


R. M. Souder, 1108 Gibraltar Life 


Bldg., Dallas 1 


Virginia Retail Hardware Assn. Con- 
vention, Feb. 5-7. Hotel headquar- 
ters, sessions and exhibit at Hotel 
Roanoke, Roanoke. G. T. Omohun- 
dro, Jr., Scottsville. 


West Virginia Hardware Assn. 
vention, Feb. 26-28. 


quarters, 


ard Holdren, 
burg. 


Wisconsin Retail Hardware Assn. 


Convention, Feb. 6-7. Hotel head- | 


quarters and sessions at Plankinton 
Hotel, Milwaukee. L. C. Wood, 200 
Strongs Ave., Stevens Point. 


Tight budget? Here’s an 


idea for making gondolas 


A low-cost way of building dis- 
play gondolas has been tested and 
found practical by Bill Livezey, 
proprietor of DeSoto Hardware 
Co., Valley Head, Ala. 

Mr. Livezey found that he could 
buy new, but slightly damaged or 
irregular, flush doors at bargain 
prices. They are available in many 
sizes. 

This dealer built gondolas of 
these doors, using large sizes for 
bottoms and smaller sizes on each 
of the three upper levels. Supports 
are common 2 x 10 in. lumber, and 
the bottom shelf stands on 2 x 4 in. 


| framing. 


Flush doors may be given sev- 
eral coats of enamel, or better still, 
covered with sheet plastic for per- 
manent finish. Runners of metal 


may be used around the edges to | 


hold price cards. 
Mr. Livezey estimates his cost 


| per unit, plus labor, in the neigh- 
borhood of $15 each. Mostly, the | 
doors are irregulars. That is, they 


had been mortised or drilled for 


_ lock holes in the wrong place. This 


makes them hard to use for the 


builder, and therefore cheap to a | 
buyer who can use a small quantity. | 


Even used doors, veneered with 
a thickness of hard plastic could 
be adapted for this use, Mr. Live- 
zey Says. 














High Quality BRONZE 
Trouble-Free ACTION 





Con- | 
Hotel head- | 
sessions and exhibit at | 
Hotel Frederick, Huntington. Leon- | 
Box 1005, Parkers- 


WITH 


KENGO 
=<=*PUMPS 


Approved 
| Medel 109 


HIGH QUALITY 
BRONZE 


Provides corrosion-resistant protection; 
all exposed working parts are top qual- 
ity bronze except for plastic screen. 


TROUBLE FREE 
PERFORMANCE 


Engineered for trouble-free sump serv- 
ice, Kenco’s Model 109 has a smooth 
plastic screen that permits passage 
of laundry lint and stringy material 
without catching or clogging on the 
sharp edges of perforated metal or 
cast screens of ordinary pumps. 


Compact 
Easy to hide 


® under the floor 
® out of the way 
®@ out of sight! 


wie EASIEST To Install! 
@ No floats to adjust 
@ No rods to foul up 
®@ No water level worries 
Just plug it in any 115-v. 
@> outlet, connect discharge 
e pipe and it's ready to go! 


A-2935A 


See Your Wholesaler! 
Complete Line — 600 to 6000 GPH 








Carey 
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products of tae 


How's the Hardware Business? 





August Hardware Store Sales Up 2.6 Percent; 
Eight-Month Total For 1960 Up 4 Percent 


August sales in retail hardware 


SPs | stores were up over August, 1959, 





in line with the record being set 
this year with sales for each month 
up over the corresponding month 


s | of last year. 


NEW AUTOMATIC 
OUTDOOR LANTERN 


' 


AND POST CONTROL 


Two, three or a small galaxy of outdoor 
lights come magically alight at dark, turn 
off at dawn. Built-in time delay avoids on- 
off flicker from car headlights. Satin 
aluminum standard exterior face plate, 
weatherproof gasket. 300W Capacity. 


Sales in August were $235 mil- 


lion, the Department of Commerce 
reports. That is $6 million, or 2.6 
_ percent over August, 1959, sales of 


$229 million. 
Sales in each month of this year 


are higher than for the correspond- 


ing month of last year, with total 
sales for eight-months of $1,841 


_ million. That’s $68 million, or 4 
| percent, more than sales in the first 
eight months of 1959. 


So far, 1960 is surpassing 1956, 


. | the record year. The eight-month 


total for 1956 was $1,823 million. 


' | That puts the first eight months 


INDOOR LIGHT CONTROL 


Arrive after dark to a home aglow with 
warm, welcoming, pre-selected lights. Auto- 
matically turned on or off by a photo- 
electric cell, or manually controlled. Ivory 
white 2 gang face plate. Selector switch has 
three positions—Automatic, Off and On. 
300W Capacity. 


AN ECONOMY DIMMER SWITCH 


The beauty and comfort of controlled light 
in any room, through an_ inexpensive 
electronic dimmer. HI for general lighting. 
LO for mood level, OFF. Replaces standard 
wall switch without changing wiring or 
wall plate. 300W Capacity. 117V AC, 
incandescents only. 


‘ 


| PROGRESS MANUFACTURING CO., INC. | 
Dept. HA-!!, Philadelphia 34, Pa. 
Please send me complete information on 
Outdoor Contro! { | Indoor Control { | Dimmer Switch 
Name 
Company 


Address 
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_of 1960 1.1 percent ahead of the 


1956 period. 
Following is the U. S. Dept. of 


Commerce estimate of all retail 
hardware store sales for the last 
three years: 


(MILLIONS OF DOLLARS) 


1960 1959 1958 
January ... 175 174 172 
February .. 178 167 154 
201 193 178 
264 245 224 
266 263 257 
271 262 238 
251* 240 227 
August .... 235 229 223 


Eight Months 

Total $1,841 $1,773 $1,673 
September .. 227 225 
October... 243 242 
November .. 219 225 
December .. 289 288 


$2,751 $2,653 
*U. S. Dept. of Commerce corrected 
July’s estimate from $255 million to 
$251 million. 





tail stores for the 
_ months of 1960 were $142.4 billion, 
| or 2 percent higher than the $139.7 
_ billion reported for the same period 


Nondurable goods sales 
keeps retail total up 


Total sales of all retail stores 
during August were $18.2 billion, 
reports the Dept. of Commerce. 
This is nearly $100 million more 


than for August 1959. 


The nondurable goods category 
accounted for this increase with 
sales of $12.2 billion during Au- 


_ gust, $400 million more than a year 
ago. Largest 


increases in this 
category were in eating and drink- 


_ing places, and food and apparel 
groups. 


Durable goods sales decreased 
more than 3 percent in year-to-year 


August comparisons. Sales in this 


category were $6 billion, $200 mil- 
lion less than August 1959. Largest 
decreases were in furniture and ap- 
pliances, automotive, and the lum- 
ber, building, hardware and farm 
equipment groups. 

The cumulative sales of all re- 
first eight 


of 1959. 
Retail stores also reported $11.7 


billion in accounts receivable as of 
Aug. 31. This is about the same 
as at the end of July, and is 1 per- 
cent more than balances outstand- 
ing at the end of August a year 
ago. 


Federal Reserve Board 
surveys buying plans 


The Federal Reserve Board is 
taking a new approach to finding 
out what consumers are going to 
buy. This is the FRB’s new Quar- 
terly Survey of Consumer Buying 
Intentions. 

The survey is to provide more 
adequate information on the inten- 
tions and attitudes of consumers on 
purchases of durable goods. 

The survey is based on inter- 
views each quarter with about 17,- 
000 families. These families are 
asked what they will buy during 
the next six months. 

The board feels that surveys on 
buying plans have not been ade- 
quately tested in the past, and that 
surveying buying attitudes alone is 
not sufficient for predicting future 
trends. 





Industrial machinery 
orders continue to drop 


I I 
| Industrial Supplies & Machinery 
|_| New Order index—July 1948-100 | | 


Seasonally Adjusted 
Source: Americon Supply & Machinery Mfrs.’ Assn 
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1958 1959 1960 


New orders for industrial sup- 
plies and machinery in August were 
down 0.5 percent from July, re- 
ports the American Supply & Ma- 
chinery Manufacturers’ Assn. 


















































The new order index in August 
was at 190 (July 1948 — 100), orl 
point below the previous month’s 
level. The drop is a continuation of 
an overall decline that started 
from a high point of 221 set in 
March, 1959. 

ASMMA’s new order index par- 
allels the Federal Reserve Board’s 
production index of manufactured 
durables. The FRB index was also 
down 1 point to 104 (1957 — 100) 


Buying power increases 
as personal income rises 

Consumer buying power con- 
tinues to increase as the annual 
rate of personal income keeps ris- 
ing. 

Personal income in September 
was at an annual rate of $408.5 
billion, reports the Dept. of Com- 
merce. That’s $200 million higher 
than in August, and $24.1 billion 
higher than September 1959. 

The rise consisted mainly of so- 
cial security benefits and veterans’ 
payments. Wages and salaries were 
off slightly. 

Personal income from July 
through September has increased 
on a monthly average of more than 
$500 million. During the same pe- 
riod of 1959, it decreased on an 
average of $1.3 billion per month. 

For the first nine months of 1960, 
personal income was at an annual 
rate of $402.8 billion, compared to 
$381.3 billion for the same period 
of 1959. 




















America’s Fastest Selling, 
Most Advertised Line of 
Rat and Mouse Killers— 
Outsells All Others 
Combined! 


Pre-Sold To Your Customers 
Through Powerful Radio, Maga- 
zine, Farm Journal, Local News- 
paper Advertising! 


GET TOP TURNOVER— 
BIG PROFITS with d-CON 


i 


io 3 
-_— - 


THE d-CON COMPANY, INC. 


1450 Broadway, New York 18. N. Y 
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You can sell this 


AT THE RIGHT PRICE AND 
STILL MAKE A PROFIT! 


YOUR LIBERTY DISTRIBUTOR 
SALESMAN HAS THE STORY. 


ASK HIM FOR DETAILS. 


Or write 


R. C. VEREEN 


Managing Director 


Liberty Distributors 


Box 95 Phila., Pa. 
Want more facts? Circle 234, p. 137 





Mil Rite Step Ladders 


for 
HOME 
INDUSTRY 
PAINTERS 


(ALL PURPOSE) 


At the top for quick turnover 
and a Pa pre sco 

The Mil Rite is especially 
designed with safety in mind. 
With each step rodded, mortised 
and nailed, Made in 4’, 5’, 6 
7’, 8’, 10’, 12’ lengths. This 
ladder is only one of the 
most-profitable and complete 
line of wood and Metal Lite 
Aluminum Ladders, Scaffolds 
and Stools for Home, Industrial, 
and Marine use. 


Write for your free catalogs. 


> 


HOWARD B. RICH, INC. 


P. O. Box 120 


Carrollton, Kentucky 


Want more facts? Circle 235, p. 137 
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GREATEST 
SHOW ON 
WORTH!!! 


©. 0.0.0. 0.0.0.0.0,9.0.0.0.0.8 
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THIS WAY 
TO THE TRUCKS 











1961 CHEVROLET 





STURDI-BILT TRUCKS! 


PROVED WORTH MORE 


BECAUSE THEY WORK MORE 





A gigantic advance in trucking began just a year ago, when the first Torsion-Spring Chevy 
nosed out onto a highway. With a vastly different truck design, featuring torsion-bar inde- 
pendent suspension, this totally new Chevy did just about everything better. And it caught 
on fast. So fast, in fact, that already there are nearly 300,000 Torsion-Spring Chevies putting 
out this new kind of working ability on tough jobs all over America. Now, for 1961, Chevrolet 
introduces trucks with even more of the worth-more, work-more performance that’s won such 








wide owner acclaim over the past year. Even more strength, even more stamina—and an 





even wider range of models! 


MORE MODELS THAN EVER BEFORE! 189 models—work-proved 
dollar savers in every weight class! 1961 Chevies for 
every hauling chore in the book include three new long- 
wheelbase 4-wheel drive models, sturdy Stepside and 
Fleetside pickups, spacious panels, versatile Suburban 
Carryalls, handy Step-Vans and forward control chassis, 
tough chassis-cabs of all sizes, mountain-moving tan- 
dems» Somewhere in this long, long line is the one 
truck that makes the most sense on your job! 


OWNER-PROVED TORSION-SPRING RIDE! [t puts an end to 
I-beam axle shimmy! Independently suspended front 
wheels step right over bumps, tough torsion-bar springs 
soak up jolts. New smoothness speeds up schedules, 
cuts truck wear and maintenance expense, reduces 
cargo damage and driver fatigue. Owners report that 
there’s never been anything like it for high-profit 
hauling! 


STRONG, ROOMY CABS THAT HELP BOOST YOUR WORK OUTPUT! 
Rangy drivers ride in comfort with extra hip room, 
leg room and head room. Seeing is safe and easy through 
a whopping big wraparound windshield. The seat’s a 
beauty, too—a full 5914” wide with a spring combina- 
tion inside that gives just the right support. (And for 
the last word in working comfort, special 6” foam 
rubber padding is optional at extra cost.) And the 








Want more facts? Circle 236, p. 137 


rugged cab build includes all-steel construction, double- 
panel roof and double-walled cowl housing. 


TOUGH TRUCK CHASSIS — BRAWNY BASIS FOR BIGGER PROFITS. 
Massive, truck-built frames add stamina to every 
chassis. In medium- and heavy-duty models, rugged 
self-adjusting variable-rate rear springs help smooth 
out big-tonnage hauls. Quality features galore boost 
truck life: Extra-big brakes give faster, surer stops and 
last longer. Precision wheel balance makes steering 
easier, lengthens tire life. Smooth, durable Synchro- 
Mesh transmissions come in sizes to suit all types of duty. 


ENGINES WITH PROVED EARNING POWER. Famous sixes that 
out-sell all others because they’re best at brightening 
cost records . . . big V8’s that lead the industry for 
short-stroke design and hard-working durability! 
Chevy for ’61 offers a long line of power plants to meet 
the special needs of every weight class. 


The truth is, we could fill every page in this magazine 
with reasons why Chevrolet trucks have never been 
better than they are for 61, but there’s no need for that. 
Not when your Chevrolet dealer can boil it all down for 
you so quickly and pleasantly. See him soon and start 
saving soon! .. . Chevrolet Division of General Motors, 
Detroit 2, Michigan. 
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PERFECT 
For Paint 
Tie-in Sales 








Order Today—For Your Choice 
of These Displays! 


No. 906 Display Free when 
you buy 24 prs. 


' Customers Pay You . $14.16 
“ Costs You : . 9.06 


You Make $5.10 
mm 4 sm. — 12 med. — 8 Ig. 


» No. 395 
Display Free 
when you buy 36 prs. 


Customers ie 
Pay You . $21.24 F 

Costs You . 13.595 

You Make $7.65 65 | i 


6 sm.—18 med.—12 lg. * 


The PIONEER Rubber Company 
108 Tiffin Road °¢ Willard, Ohio 
Want more facts? Circle 237, p. 137 
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Consumer Mailers 


New Wholesalers’ Aids 


for Dealers’ Use 


Van Camp fall circular 
has seven coupon items 


Van Camp Hardware and Iron 
Co., wholesaler in Indianapolis, has 
a gaily colored, 8-page tabloid size 
circular, called the 1960 Autumn 
Serenade. 


OBEN 5 


“(i a 








circular has 83 items, in- 
cluding a seven coupon item to 
boost store traffic and give dealers 
a method of checking the effective- 
ness of area coverage. 

A window and trim kit has been 
provided for point of sale display. 
Special sale price stickers and 
newspaper ad mats were included. 


True Value stores mail 
2.5 million circulars 


Hibbard, Spencer Bartlett & Co., 
wholesaler in Evanston, Ill., has 
distributed more than 2.5 million 
Fall True Value Week circulars. 

The firm reports the 12-page, 
rotogravure type circular is its 
most colorful ever distributed, and 
its largest in number of items. 


hh, 
waRpware 774 Yi Pity HOUSEWARES 


¥ x, 


10% CAST IRON 


soe ee 
a a 


¢ wens ot oe 
Patron” as a oe 4 
R . i 
So. * s ~— Sanne / {TERS 


j 


~S—_s-- 


How to make 
Merchandise 
Disappear — 


and Profits 
pNe)el-Tols 


Flexible-View Displays by HELLER 
increase store-wide sales by an 
average of 36%. Yet the cost is 
surprisingly low. 

HELLER provides in-store engi- 
neering and merchandising assist- 
ance. 

Why not check with us today for 
complete information. 


THE 


ELLER 


COMPANY 


MONTPELIER, OHIO 
WCH 4 


‘ckkaanearseean Se ee 
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DYKEM 
STEEL BLUE’? 


=f | 


> 


ee 
Sa 


— 
**s 


Lh oossestttll 


ular package 8-oz. can fitted with 
Poe chite cap holding soft-hair brush 
o applying right at bench; metal sur- 
face ready for layout ina few minutes. 
The dark blue background makes the 
scribed lines show up in sharp relief, 
prevents metal glare. Increases effi- 
ciency and accuracy. 


Write for full information 


THE DYKEM COMPANY 


Established 1920 


TE 


ty 


| 
| 


HL 


=== 23058 North 11thSt. © St.Lovis6,Mo. 2 
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On INT: 


TOILET TANK BALL 
GUARANTEED TO 


STOP « 
TOILET TAN} 
LEAKS 


@SEATS IN DIFFERENT 
POSITION EACH TIME 


@NO TOOLS REQUIRED 
@SELF THREADING 
@ACID RESISTANT 


@ GUARANTEED 
5 YEARS 


Rol-O-Valve is a vinyl plastic device 
guaranteed to stop tank leaks, 
it's New—It's Different —lt Works 
and It Sells. Returns good profit at 
a suggested retail of $1.00. 

Sold through leading distributors, 
If your present source cannot sup- 
ply write or wire — 
ROL-O-VALVE SALES 
BOX 167 AMERICUS, GA, 
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Changes 


New products and 


new trade names are 
constantly being 
added to the listings 
for the next Directory 
Number of HARD- 


WARE AGE. 


Therefore, if you do 
not find in the current 
issue of the Directory 
Number the product 
you are interested in 
“Who 
Makes It’ Editor. He'll 


be glad to serve you. 


HARDWARE AGE 


Chestnut and 56th Sts., Phila. 39, Pa. 


write to the 




















New Wholesalers’ Aids 


(Continued ) 





True Value dealers also received 
a sales kit, containing more than 
500 pieces of advertising material 
including ad mats, window display 
ecards and banners in fall colors. 
Point of sales cards were supplied, 
featuring reduced prices on com- 
petitive items. 

Selection of merchandise appear- 
ing in the circular was made by a 
dealer committee with an average 
of 25 years of experience in the 
retail field. 


Masback's dealers have 
new holiday gift guide 


Masback Hardware Co., whole- 
saler in New York City, has made 
available to its dealers a 16-page 
rotogravure Christmas book called 
the Holiday Gift Guide. 


Featured items are housewares, 
tools, electrical appliances and holi- 
day decorations. 

Supplementing the book is a dis- 
play kit containing window stream- 
ers, and price cards and tags. 


Liberty saw blade offer 
includes display rack 


Liberty Distributors, Philadel- 
phia, offers dealers a space saving 
10 x 10 in. counter display rack 
in introducing Trustworthy Sabre 
Saw Blades. The rack can also be 
mounted on wall fixtures. 

Blades are packaged five to a 
color coded box to encourage self- 
selling and self-service. Wood cut- 
ting blades are in red, metal cut- 





STOP AIR 
AUTOMATIC 
DOOR BOTTOM 


You'll cash in on a real money- 
maker when you stock National’s 
newest product for comfort-con- 
scious home owners. The Stop Air 
Automatic Door Bottom will turn 
over fast because it’s budget priced, 
easy to install and attractively 
packaged. 

Designed for interior doors, the 
unit eliminates under door drafts, 
minimizes loss of warm or cool air, 
helps reduce noise and dust. It con- 
tains a thick felt strip which raises 
automatically when door opens, 
lowers to fit snugly against floor or 
rug when door closes. 


To help you sell— 


SELF-SERVICE 
DISPLAY CARTON 


A real shopper-stop- 
per! Contains 24 units, 
individually wrapped 
in polyethylene bags, 
in 3 popular sizes in 
GOLD and ALUMI- 
NUM finishes. Fur- 
nished at no extra 
cost with each order 
of 24 or more door 
bottoms. 


FREE 
WORKING MODEL 


— demonstrates 
simple, effective seal- 
ing action. Available 
on request with any 
order of 24 units. 


Order from your jobber today 
or write for literature. 


REESE METAL WEATHERSTRIP CO. 
712 Park Ave., Minneapolis 15, Minn. 
Subsidiary of 


cal. 
——" National Metal Products Co. 


2 Gateway Center, Pittsburgh, Pa. 
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tor 


6 


Model P60 
20” 


Suitcase Fan 


6 High Style Models—all with 5-Year Warranty 


All Competitively Priced! 
All Deliver Full Margin to Dealer! 


Motor’s rubber mounted for quieter operation. 
Six gleaming models (in new attractive taupe 
and white finish) include suitcase type, win- 
dow, and stand-mounted portables. 


Model A60R 
Window Fan 
(Electrically 
Reversible) 


Model P60M 
Mobile Fan 


Sold only through wholesalers on a selective basis. 
Write now for full information on fans and for 
FREE sales aid materials available. 606s 


ATLAS TOOL & MANUFACTURING CO. 
5145 Natural Bridge Blvd. St. Lovis 10, Mo. 
Want more facts? Circle 242, p. 137 
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=Vegante_ 


/NEW High Fashion 


METALLIC Decorated Pantryware 
a 


GUARANTEED 
UNBREAKABLE 


Hi 
\ “Elegante” Lustro-Ware is the new 


Y star in housewares. Heirloom beauty, 


practical utility, UNBREAKABLE service 
guaranteed. Big capacity, square 


/ canisters with complete matching ensembles 
“Elegante” decorated in gold or chrome. 


New SATIN WHITE 
with tarnish-proof GOLD 
embossed decorations, 
also pink, turquoise and 
Yellow. Red with CHROME. 


Colors to please every homemaker . . . 
all thrifty advertised values. Keep 
stock up for Holiday sales! 
COLUMBUS PLASTIC PRODUCTS, INC. 


BIG CAPACITIES Columbus, Ohio 


POPULAR PRICED 


ADVERTISED VALUES SVU 

a > 
* Guaranteed by ~\geee 
Good Housekeeping /Z 
Guaranteed by Sr 45 apyransee HH 


WORLD’S LARGEST manufacturer of plastic housewares 
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CAST ALUMINUM 
WEATHER 
VANES 


Cast in 3 di- 

mensional life 

° alumit- 

_— Adjust- 

Bracket. 

Fits any root. 

Only 5 Designs 
$9.95 in gleaming 


Retail i . black. 


~ 


: ‘ Rust and 
CAST ALUMINUM 
Rain Proof MAIL BOXES 


} Remington low 
oe mail boxes 
are available in 
modern, traditional 
and ranch designs. 
Upright or horizon- 
tal. in 5 colors. 


ARE CO., INC. 


= TYPE 
REMINGTON HARD Wn one's, ¥. Y- i 


102 GREENWICH STREET - 


4 
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Safety Plug Lock 


NEW ELECTRICAL 
SAFETY DEVICE 
PREVENTS COSTLY 
DAMAGE! 


Protects children 
from possible 
harm. Eliminates 
accidental discon 
necting of refrig- 
erator, freezer 
(and consequent 
food spoilage), 
appliances, any 
electrical apparatus that plugs in. Locks 
plug into outlet, keeps it secure. Prevents 
shorts due to partial contact. Installs 
easily in a moment, adjusts for any size 
plug. Best insurance you can get. For 
homes, offices, stores, factories. Available 
on 4 x 6 skin packed cards of 3 Safety 
Plug Locks per card. Dealer inquiries invited. 


7-HA 


Write for name of 
necrest local distributor. 


SAFETY PLUG-LOCK CORP. 
1270 Broadway 
New York I, N.Y. 
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GY WAM PUVDIOE C0 


I, WIA WELD 


BURG 


7 SCA 


BORG-ERICKSON 


product 


Want more facts? Circle 246, p. 137 





| ting and a blade assortment in blue 


packages. The package has a pric- 


| ing spot for dealers’ use. 


The counter display rack points 
out uses for each type of blade. A 
packaged 5-blade assortment is also 
available. 


gach PACKAGE » 


gh 
eqy ALL SANS _ on BACK 


cA ia a 
Pom 
~. 
ee 
= 


The display is free with purchase 
of 12 packages of blades, in three 
each of the four types. Retail value 
of the assortment is approxi- 
mately $23. 


Promotions 


Manufacturers’ New 
Merchandising Plans 














Dominion Electric has 
two appliance specials 
Dominion Electric Corp., Mans- 


| field, Ohio, is featuring low prices 


on an automatic 4 qt corn popper 
and an automatic sandwich toaster- 


| waffler. 


The corn popper, Model 1712, 
shuts itself off when corn is popped. 


| It has a removable bow! for serv- 
| ing, and a heatproof glass lid. The 


popper is complete with four plas- 
tic serving bowls and ten 3 oz pack- 


| ages of popcorn. 


The sandwich  toaster-waffler, 


| Model 1219, has reversible grids 


and fingertip heat control dial. It 
has expansion hinges and built-in 
overflow. 

Both appliances have Dominion’s 
one-year replacement warranty. 
The promotion is backed with free 
advertising mats, catalog pages 
and glossy product photos to build 
store traffic. 





€dlund 


OPENERS™ 


nothing else is like ‘em! 
nothing else sells like ‘em! 


TOP-OFF 
Screw- 
cap 
Opener 


is now improved in gripping 
action and styling. Instantly 
unscrews all popular-sized 
caps from smallest’on up. Its 
famous patented action grips 
tighter as you twist. Available 
in popular pastel shades. 


Model #2 Egg 
Beater. Easily 
rinsed clean stain- 
less steel beating 
blades. Extra stur- 
dy “no slip or skip” 
construction 

Makes for out- 
standing value ata 
competitive price 


top value! 


Ediund No. 6 Can Opener. 


With its extra-deep blade and 
oversize drive gear, it never 
slips, never skips . . . always cuts 
cleanly. Exclusive floating blade 
gives effortless release. Popular 
price, top value ...a sure seller! 


a complete line of 


Can-punch bottle openers 


y DELUXE TU-WAY . KING ———> 


— pr» <D 


TU-WAY 


€dlun 


Burlington, Vermont 
Want more facts? Circle 247, p. 137 


‘49-ER 


KITCHEN 
TOOLS 
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JEFFERSON 


is your 


ONE-STOP SOURCE 


for 


SCREWS, NUTS 
AND BOLTS 


for Every Industry! 


STEEL © BRASS 
COPPER *© NAVAL BRONZE 
SILICON BRONZE 
STAINLESS STEEL 
MONEL ¢ ALUMINUM 


Industry's Easiest-to- 

Use Catalog places all 

your Fastening needs at 

your fingertips! Large, 

clear listings, helpful 
illustrations. Use your 
Jefferson catalog today 7 
and every day. Additional LJ 
copies free on request. E 





© Jefferson's Service Desk speeds 
your mail, phone or telegraph order 
to our stockroom within minutes 
after it arrives . . . for same-day 
shipment of most orders. You can't 
beat Jefferson service — anywhere! 


JEFFERSON 


SCREW CORPORATION 
691 BROADWAY * NEW YORK 12, N. Y. 


SPring 7-8400 
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TV, radio, newspapers 
to carry Eveready ads 


A nationwide advertising pro- 
gram is underway in Union Car- 
bide Consumer Products Co.’s Fes- 
tival of Flashlights, featuring the 
Eveready Captain Lantern, Fire- 
Ball Lantern, Magnetlite, and No. 
950 flashlight batteries. 

The campaign includes spots on 
coast-to-coast television shows The 
Rebel, Raven, Laramie, Lawrence 
Welk, Cheyenne and NCAA Foot- 
ball—Pre-Game Warmup. 

Announcements for Eveready 
flashlights and batteries will be 
heard several times daily on 475 
radio stations for 4-6 weeks. 

Four color ads in comic sections 
of Sunday newspapers and full- 
color ads in popular weekly maga- 
zines are also included in the pro- 
gram. 


Super Ebonette gloves 
promoted by Pioneer Co. 


Retailers ordering 11 pairs of 
Super Ebonette neoprene household 
gloves will get one pair free, an- 
nounces Pioneer Rubber Co., Will- 
ard, Ohio. 

The gloves are packaged in in- 
dividual polyethylene bags, pre- 
priced at 98¢. Gloves are available 
in small, medium and large sizes, 
and are in pastel shades of hori- 
zon blue, sunshine yellow and ma- 
rine green. The gloves also have 
soft, cotton lining and nonslip grip 
for handling wet, slippery objects. 


Ekco's Flint cookware 
featured in fall offer 


Ekco Products Co., Chicago, is 
kicking off the gift season with 
sale prices on two of its best sell- 
ing cookware pieces and a 9-piece 
family set in the Flint line. 

The Flint 2 qt saucepan with re- 
tail value of $7.95 will be offered 
for $5.99; the 41% qt saucepot, reg- 
ularly $10.95, will be $8.39, and the 
9-piece family set, retailing at 
$37.50, will sell for $31.49. 

Dealers will receive 4-color 
counter cards illustrating the full 
cookware line, 2-column ad mats, 
sale streamers, co-op ad funds and 
a convenient inventory check list 














CLOG-PROOF Ye) P 
Lies 


EIGHT SIZES. 

many leading pump 
manufacturers use Strataflo 
@s original equipment. 


Strataflo Foot and Check Valves 
end leakage troubles, save wear and 
tear on pumps and save their cost 
in service calls. They are ideal for 
jet-type pumps. Write for Bulletin 
301 and prices today. 

Order from your jobber. 


STRATAFLO PRODUCTS, INC. 


FORT WAYNE, INDIANA 


Want more facts? Circle 249, p. 137 
THERE I$ A DIFFERENCE IN CHAMOIS 


en NAL 


“Trem / ( ra 
GENUINE 
CHAMOIS SKIN 
FULL COD Olt TANNAGE 
MADE IN USA 


, ' 
Ask You obber for Our 
FB, Pury Chom: ‘ er ble V 
, 


EASIER TO USE 


_ “LASTS LONGER 


CLEANS BETTER 
HOYT & WORTHEN TANNING CORP HAVERHILL, MASS 
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GIBSON 
GRIPPER 
CLIPS 


KEEP 
THINGS 
IN PLACE 


BRIGHT FINISH Double Spring Action 
NO JUTTING POINTS 2 Sizes Held Mest Hendles 


GIBSON GOOD TOOLS, INC., Sidney 6, LY. 
Want more facts? Circle 251, p. 137 


( WRITE FOR YOUR t FREE: ) 


¥ Complete Newest Set 
of Key Board Tags 




















lorful Streamers 


yCo 
Thot Will Brighten Up \ 
Your Store ‘ 
v one Edition of toy N 
Blank Comporative List 
STAR Key & Lock 


Manufacturing Co. 


51 South First ee 
Brooklyn, N. Y 
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New, low price 


Vichek. 
TRANS -F'LO 


transparent Tenite green or amber 


Hose 
Nozzles 


12 nozzle 
display box 


There are over 2,000,000 
TRANS-FLO nozzles in use today. 
You don’t have to urge cus- 
tomers to buy. On the counter 
...inthe window, TRANS-FLO 

nozzles sell themselves. 
Available on attractive mer- 
chandising cards ... or in 
beautiful 2-color display boxes. 
Nationally advertised. Garden 
Club approved. Ask your whole- 
saler for assortment of sales aids. 
A-2197A 


Vichek Tool Co. 


Cleveland 4, Ohio 
Want more facts? Circle 253, p. 137 











This handy metal drawer contains 
128 springs — the 40 most popular 
sizes in coded compartments. The 
springs are precision made and 
plated. Boxed refills are available 
from stock. Also larger assortments 
in convenient two- and four-drawer 
cabinets. 


Order from Your Jobber or Write Us. 


Also Weatherstrips 
Clean-out Augers 


ane Pole Sockets 


ARDNER WIRE CO. 


1329 So. Cicero Ave., Chicago 50, Ill. 
Want more facts? Circle 254, p. 137 














Manufacturers Promotions 
(Continued ) 





with special catalog pages. 
The sale ends at wholesale on 
Nov. 25, and at retail on Dec. 15. 


Myers’ brochure gives 
dealers ad suggestions 


Toot Your Own Horn is the 
theme of a new advertising mat 
brochure offered by the F. E. Myers 
& Bro. Co., Ashland, Ohio. 

The brochure is printed in black 
and white and features a number of 
suggestions on ad layouts and pos- 
sible sources of advertising. 

Among the topics covered are 
telephone directory advertising, 
newspaper advertising, guides to 
making ads, and a section with tips 
for using ads for profit. 


Bulletin on new Ice Rem 
ad mats issued by Speco 


A bulletin illustrating advertis- 
ing mats for Ice Rem Super, ice 
and snow melting compound, has 
been announced by Speco, Inc., 
Cleveland, Ohio. The bulletin shows 
1 and 2-column ads, and also illus- 
trates a variety of halftone and 
line drawing cuts. 


Caricature art used by 
Dormeyer in national ads 


Dormeyer Corp., Chicago, is us- 
ing caricature art in its fall and 
winter advertising program. 

The cartoons are being used in 
half-page, two-color ads to be 
printed in Life on Nov. 14, 28, and 
Dec. 5. The ads will also appear in 
Look on Nov. 22, Dec. 6, and Dec. 
20. On Dec. 4, Dormeyer has sched- 
uled a full-page four-color ad in 
This Week, with local dealer list- 
ings aimed to reach leading mar- 
kets. 


Carlon's plastic pipe 
now has 10-yr guarantee 


Carlon Products Corp., Aurora, 
Ohio, is now offering a 10-year 
guarantee with its Carlon D Plas- 
tic Sewer Pipe. This is to stimu- 
late homeowner interest, and to 
provide contractors and builders 
with new sales advantages for plas- 
tic sewer and drain systems. 





NEW SANDING 
WOOD SEALER 


SANDS WITHIN 








(CLEAR) 


Early sanding and recoat- 

ability—that’s the big 

advantage for your cus- 
tomers when you profit by selling them 
Indo Wood Sealer! 

Made of top quality ingredients, this 
new Indo product brushes or rolls on 
easily, dries quickly. It produces a clear 
tough finish that sands easily, seals 
completely—does not have irritating 
lacquer type odors. Indo guaranteed. 

See your local distributor. Write for 
complete information. 


*Under normal conditions. 





When your customers 
are buying supplies for 
floor and wood finish- 
ing jobs, you'll make a 
qucksalewh yu —_—_—_—_—__ 
suggest Indo Shellac. They know Indo is 
the world’s finest quality—made to dry 
fast with a tough, brilliant finish. 

Your local distributor has Indo Shellac 
... in dated cans. 


SOUTHERN SHELLAC MFG. CO. 


Division of Plough, Inc. Memphis 1, Tennessee 


SHELLAC 


pure Mite 
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News About Dealers: 50 Year Old Store 
Parchased; Dealers Retire After 44 Years 





Napoleon, Ohio— The 50 
year old NAPOLEON HARpD- 
WARE & ELECTRIc store has 
been purchased from Mrs. 
Glenn Speise by Mr. and 
Mrs. R. A. Wangrin of Lib- 
erty Center, Ohio. The late 
Glenn Speise had operated 
the store for the past 35 
years. Manager of the store 
for the new owners will be 
Gerald Warehime. 


Bellevue, Mich.—Lynn and 
Clare Shaler, owners of 


SHALER BROTHERS HARDWARE, 
have retired after 44 years. 
They opened their store in 
1916 after purchasing COLE 
HARDWARE Co. A milestone 
in their career was their fast 
recovery from a complete 
loss by fire in 1927. The 
Shaler Brothers were back in 
business within three months. 


Royal Oak, Mich.—Mas- 
KILL HARDWARE Co. has been 
judged one of the major win- 

(Continued on page 210) 





Wholesaler Forms New 
Power Equipment Div. 


American Hardware & 
Equipment Co., Charlotte, 
N. C., wholesaler, has formed 
a new division to be known 
as the Power Equipment Div. 

Company president and 
treasurer, L. D. Nuchols, an- 
nounced the creation of the 
new division at a recent four- 
day sales meeting held at 
Harkers Island, N. C. 

Representatives of five 
power equipment manufac- 
turers were present at the 
meeting, where the 1961 lines 
and sales program were dis- 
cussed. According to L. R. 
Clemmer, executive vice- 
president, American Hard- 
ware salesmen from all ter- 
ritories were on hand for the 
meetings. (See photograph 
on page 217.) 


Lummis Mfg. Elects 
Three Top Officers 


Lummis Mfg. Co. of Pasa- 
dena, Calif., has elected three 
top officers. 

W. R. Lummis, former 
president, has been elected to 
the newly created post of 
chairman of the board. D. R. 
Lummis succeeds him as 
president. C. H. Clark has 
been elected vice-president 
and general manager. 


CLARENCE E. O’RADNIK 


Clarence E. O'Radnik 
Joins Nixdorff-Krein 


Clarence E. O’Radnik, gen- 
eral merchandise manager of 
former Shapleigh Hardware 
Co., St. Louis wholesaler, has 
joined Nixdorff - Krein Mfg. 
Co., St. Louis. 

Mr. O’Radnik is sales pro- 
motion manager and will also 
be sales advisor to the Walsh 
Mfg. Co., Charles City, Iowa, 
a wholly owned subsidiary of 
Nixdorff-Krein. 


Mulkey Heads Sales 


Kenneth C. Mulkey has 
been elected vice-president of 
sales for McCulloch Interna- 
tional, Inc., Los Angeles. Mr. 
Mulkey, formerly general 
sales manager, has been with 
McCulloch since 1948. 
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HARRY S. DIETRICH 


Harry Dietrich Named 
Morley Bros. Manager 


Harry S. Dietrich, north- 
eastern Michigan representa- 
tive, has been promoted to 
general sales manager for 
Morley Bros., Saginaw, 
Mich., wholesaler. 

Mr. Dietrich has moved to 
Saginaw from his headquar- 
ters at Alpena, Mich., where 
he has been since 1935. He 
will direct a sales force oper- 
ating out of the Morley head- 
quarters in Saginaw and 
from branches at Grand Rap- 
ids and Royal Oak, Mich. 

Mr. Dietrich joined Morley 
Bros. in 1920 and started 
traveling for the Michigan 
wholesaler 10 years later. 


Wood Shovel Merges 
With Three Companies 


Wood Shovel & Tool Co., 
Piqua, Ohio, is the surviving 
company in a recent merger 
involving it and three other 
firms. At the same time, 
Wood Shovel announced sev- 
eral changes and additions to 
its staff of officers. 

The companies that have 
been merged into Wood 
Shovel are: Geyer Mfg. Co., 
Rock Falls, Ill.; Artwood 
Handle Co., Wapakoneta, 
Ohio; and White Mills Han- 
dle Co., White Mills, Pa. 
Geyer Mfg. Co. has been a 
subsidiary of Wood since 
1957. 

Staff 


changes involving 


officers of the several merged 
companies are as follows: 

E. D. Marvin, formerly 
Wood vice-president and trea- 
surer, has been elected senior 
vice-president and chairman 
of the management commit- 
tee. Wm. D. Peabody, for- 
merly Wood sales manager, 
elected vice-president of sales 
service. David F. Peck, for- 
merly management of pro- 
curement, elected vice-presi- 
dent of sales development. 

Also, J. Maxwell Frame, 
formerly president of Art- 
wood Handle Co., elected 
vice-president of handle op- 
erations. Robert F. Miles, 
formerly president of White 
Mills Handle Co., elected 
vice-president of the White 
Mills Div. Richard M. Rie- 
gert, formerly Wood assis- 
tant treasurer, elected trea- 
surer. And, Robert C. 
Milleck, formerly assistant 
controller, elected controller. 

Other officers continue in 
their posts, according to Wm. 
B. Wood, president. 


United States Rubber 
Elects Vila President 


George R. Vila has been 
elected president and chief 
operating officer of United 
States Rubber Co., New 
York. He succeeds John W. 
McGovern, who is retiring 
after 40 years with the com- 
pany. Mr. McGovern will 
continue as a member of the 
board and executive commit- 
tee. 

Mr. Vila started his busi- 
ness career with Boston 
Woven Hose & Rubber Co. 
In 1936 he joined United 
States Rubber as a salesman 
for rubber chemicals in the 
Naugatuk Chemical division. 


Landers Boosts Fitts 


Philip A. Fitts has been 
promoted to assistant sales 
manager of national accounts 
for Landers, Frary & Clark, 
New Britain, Conn. He has 
been with the firm since 1950. 
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Western Stockholders Exhibit of Hardware Merchandise Packaging 


Approve Merger Plan 


Stockholders of Western 
Hardware Co., Phoenix, 
Ariz., dealer-owned whole- 
saler, have given a unani- 
mous vote of approval to 
management, authorizing 
further integration of opera- 
tions and merchandising 
with Southwest Hardware 
Co., dealer-owned wholesaler 
of Santa Fe Springs, Calif. 
The intent is to effect a com- 
plete merger at some future 
date. The final decision and 
date depends on the action 
to be taken by Southwest 
stockholders. 

(As this issue of Hard- 
ware Age went to press, 
word was received that 
stockholders of Southwest 
Hardware Co. have approved 
the merger of the two or- 
ganizations. Jan. 1 has been 
set as the tentative date for 
final action.) 

The merger vote was taken 
at a recent two-day open 
house show held by Western 
Hardware at its warehouse 
in Phoenix. Dealers from 


the exhibits of 58 manufac- 
turers. 

About 90 percent of the 
stockholders were on hand 
for a special meeting held 
at the Westward Ho Hotel. 
The recently inaugurated 
joint-management agreement 
with Southwest was covered 
in detail. Following the 
stockholders’ meeting, a sem- 
inar covered the new Rythm 
Buying System developed by 
Arnold Poole, president of 
Western. 


Lloyd Goodall Joins 
Rose, Kimball & Baxter 


Lloyd Goodall, former sales 
manager for J. M. Warren 
& Co., Troy, N. Y. whole- 
saler, has joined Rose, Kim- 
ball & Baxter, Inc., Elmira, 
N. Y. 

Mr. Goodall, who will be 
a sales representative, was 
sales manager at Warren for 
the past eight years. Before 
that he was a Warren rep- 
resentative for eight years. 





Paint Distributors Form National Dealer 


Aid Group; Milton Leven is President 


A new organization de- 
voted to aiding the indepen- 
dent dealer has been formed 
by a group of paint distribu- 
tors. The organization, called 
National Paint Distributors, 
Inc. will help dealers meet 
their competition. 

Assistance offered by the 
new group will be in the 
form of merchandising pro- 
grams including hand bills, 
sales campaigns, circulars, 
catalogs, merchandising 
courses and “Product of the 
Month” promotions. 

Officers are: president, 
Milton Leven, president of J. 
Leven & Co., Irvington, N. 
J.; first vice-president, Floyd 
D. Hitt, Hoffman Paint & 
Wallpaper Co., New Haven, 


Conn.; second vice-president, 
Erwin Blonder, H. Blonder 
& Co., Cleveland; treasurer, 
Murray Slatkin, Felmore 
Corp., Baltimore; secretary, 
Melvin Guggenheim, Paint 
Specialties Sales, Chicago. 

The board of directors in- 
cludes all officers and: Seth 
Jacobson, Fisher Wallpaper 
& Paint Co., Detroit; E. J. 
Schoenberg, Fargo Glass & 
Paint, Fargo, N. D.; Al So- 
phier, Morris Paint & Var- 
nish, St. Louis. 

The national organization 
will hold its first meetings 
in Atlantic City during the 
convention and trade show 
held by Retail Paint & Wall- 
paper Distributors of Amer- 
ica, Nov. 18-20. 


To Be Highlight of National Hardware Show 


A display of hardware 
merchandise packaging will 
be a special feature of the 
National Hardware Show 
next year. 

This will be the Hardware 
Packaging Exposition an- 
nounced at the meeting of 
the Hardware Industry Pack- 
aging Committee Oct. 11 in 
New York City. 

Detailed plans for the Ex- 
position will be made at the 
Hardware Industry Packag- 
ing Committee meeting in 
January, N. Allan Pettit, 
chairman, announced. Com- 
mittees will be appointed. 
Details will be worked out 
for handling of entries, and 
for setting up the displays. 

Preliminary plans dis- 
cussed at the Oct. 11 meeting 
by Robert C. Vereen, vice- 
chairman of the committee, 
call for displays by product 
categories, such as lawn and 
garden, builders’ hardware, 
sporting goods, tools, ete. 
Awards of plaques and cer- 
tificates probably will be 
made. 

Space for the Exposition 
will be provided by the Show, 
Charles Snitow and Frank 
Yeager, the Show manage- 
ment staff, informed the in- 
dustry committee. 

* . * 
American Hardware 
Explains Program 


How a creative packaging 
program has lowered costs 
and improved product identi- 
fication on packages, were 
discussed at the Hardware 
Industry Packaging Commit- 
tee meeting Oct. 11. 

Speakers were Richard G. 
Edwards, American Hard- 
ware Corp., who explained 
his company’s program, and 
Gerald Stahl, New York in- 
dustrial designer on the 
American Hardware project. 

Mr. Edwards explained 
how the project included re- 


design of trademarks, a 
study of box sizes and a re- 
duction of the number of 
sizes, changes in shipping 
cartons, and rewriting of in- 
struction sheets. 

* = . 


Packaging Committee 
Elects Two Officers 


Two officials were elected 
at the Hardware Industry 
Packaging Committee meet- 
ing Oct. 11. N. Allan Pettit, 
Campbell Chain Co., York, 
Pa., is the chairman. 

Two officials elected are 
vice-chairman, Robert C. Ve- 
reen, managing director of 
Liberty Distributors, Phila- 
delphia; secretary, E. L. 
Barringer, managing editor, 
HARDWARE AGE, Philadelphia. 


National Staff Formed 
To Serve Manufacturers 


American Sales Corp. has 
been organized to offer na- 
tional sales coverage for 
hardware, housewares, and 
electronic manufacturers. 
Headquarters are in_ the 
Board of Trade Bldg., New 
Orleans. 

The organization consists 
of 10 sales representatives 
with offices in 10 major mar- 
keting areas. Each represen- 
tative has 15 years or more 
experience and has a sales 
organization. 


Sellers is Colorite 
Sales Vice-President 


Arthur W. Sellers has been 
appointed vice-president of 
sales for Colorite Plastics of 
New Jersey, Inc., Paterson, 

Mr. Sellers, who joined the 
company in 1959, had been 
director of sales until this 
appointment. 
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This proven profit-maker brings rental customers for (1) 
floor polishing, waxing, buffing, steelwooling; and (2) rug 
and carpet shampooing, or floor scrubbing. Simple snap-in- 
place locking clamps on tank enable you or customer to 
convert JW12 from floor polishing to scrubbing in 3 minutes, 
or less. Multiple uses increase sales of many other related 
items, such as wax, floor finishes, steel wool, shampoo, etc. 


JW12 is real customer pleaser — especially women — be- 
cause it handles easily, stows between car seats for trans- 
port, gives do-it-yourselfers professional effect on rugs, 
carpets, floors. Yet entire unit, with tank, shampoo brush 
and all floor attachments — ready for 2-way rental use — 
actually costs less than most single-use scrubbers. For 
full story on JW12 and other Holt rental machines, mail 
coupon today. 


Cradle permits adjusting brush 
to depth of rug pile. 


SALES AND SERVICE CENTERS IN MAJOR 


109 * 


Oakland 12, Calif.; 10702 - 46th St., Tampa 10, Fla. 
272 Badger Ave., Newark 8, N. J. 4l 

alld ie en 
HOLT MFG. CO., Dept. P 11 


669 - 20th St., Oakiand 12, California; 10702 - 46th St 
272 Badger Ave., Newark 8, New Jersey. 


CITIES 


MANUFACTURING ©. 


ETTER FLOC 


669 - 20th St., 


-» Tampa 10, Florida; 


Please send me details on Holt JWI2 and other rental machines. 


Name Position 








Firm 


Address 


epee Ce Re Ee Bw lS te ee eS 
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210 «© HARDWARE AGE, November 3, 1960 

















News of the Trade 





San Francisco Club Elects Officers 


Retiring president, James C. Collins (right), James C. Collins Co., 


automobile horn, 


| of the San Francisco Pot & Kettle Club, turns the club gavel, an old 
over to incoming president, Tom Payton (left), 


Cory Corp. Other officers elected: first vice-president, Charles E. 


Poetzi, Proctor-Silex 


Cal-Dak Co.; 


Corp.; 


second 
Charles H. Jolliffe, Merles Smith Associates; recording 


vice-president, Niles Herron, 


secretary, Erik Lous, Erik Lous & Associates; corresponding secretary, 


Don E. Wagener, Wagener & Swanson Co. 
Hamilton-Cosco, Inc., 


are: Robert Huxtable, 
Beck Co. 


New board members 
and Leon Beck, Leon 





WILLIAM B. ROSE 


Lenox Names Rose 
Sales Vice-President 
William B. Rose has been 


elected vice-president of sales 
for Lenox Plastics, Inc., St. 


| Louis. 


Mr. Rose, 15 years in sales 
and marketing, was _ vice- 
president of marketing at 
Bissell, Inc. Before that he 


| was assistant sales vice-pres- 
| ident at Federal Enameling 
| & Stamping Co. 


News About Dealers: 





(Continued from page 208) 


_ ners in the international “Di- 


rect Mail Leaders” contest, 


held annually by the 
Mail Advertising Assn. Mas- 
kill’s entry was a series of 
direct mailings aimed at 
boosting credit accounts in 
particular, and stirring up 
new trade in general. The 
campaign produced 228 new 
credit accounts with an in- 
crease in the store’s monthly 
billings of some $4500. 


Direct 


Bismarck, N. D.—ARROwW- 
HEAD HARDWARE held its 
grand opening recently in the 
Arrowhead Plaza _ shopping 
center. The store is owned 
and operated by four men— 
Elmer Klipstein, a veteran of 
24 years with Gamble- 
Skogmo; John Harms, for- 
mer auto supply man; Roger 
Buchholz, in the hardware 
business for 11 years; and 
Everett Klucas. 


Toppenish, Wash. — Mr. 
and Mrs. Lester E. Gifford 
have purchased JOHNSON’S 
HARDWARE from Clayton 
Johnson. The business is a 
Marshall Wells store. The 
Giffords are from Portland. 


Blytheville, Ark. — Roy 
Baker, Jr., has been named 
manager of the newly opened 
FONDREN & SONS HARDWARE 
Co. on W. Main St. Jessie 
Fondren is the store owner. 





A good pair of team-mates to dis- 
play and sell together. Each has great 
eye-appeal and is beautifully pack- 
aged — together they cover most 
fishing needs, are easy to sell. Long 
life and sturdy performance are built 
in by AIREX, America’s oldest 
maker of Spinning Tackle. 


IMPALA — easy to sell, easy to use. 
Has all of the features of the high 
priced models but priced for volume 
sales. All metal, beautiful Epoxolite 
finish. List $12.95. 





LARCHMONT — exclusive quadrant 
Brake, 2 different size spools to hold 
200 yds. of 6 lb. test line or 200 yds. 
of 10 Ib. test line. Handsome gold 
Epoxolite finish. 


List (with 2 spools) $32.50. 


Unconditionally Guaranteed by 


AIRE X 


Division of The Lionel Corporation 
1S East 26th Street, New York 10, N. Y. 


Want more facts? Circle 257, p. 137 





take advantage of products that are 


recommended to your customers... 


W hat other products for the home carry the symbol 
that represents a recommendation that has influenced 
America’s dining habits for more than 25 years? 

With Duncan Hines kitchen implements and gift 
items you display a name that carries a built-in recom- 
mendation... plus immediate recognition resulting 
from billions of consumer impressions through the 
mammoth Duncan Hines promotion program. 

Take advantage of this famous recommendation 


by letting Duncan Hines products for the home sell 
for you! 


HINES-PARK FOODS, INC., 408 EAST STATE STREET, ITHACA, NEW YORK |, 
| oo 
Ww 


YY 


Want more facts? Circle 258, p. 137 
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NEW TYPE 
PLUG LOCK 


POWER 
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2000 booths, 
; | about 1200 used at Navy 


Prevents injury to children! 
Protects power tools & appliances 


e Electric Heaters 

e TV Sets 

e Hi-Fi Sets 

e Electric Can Openers 


Fans and Ifroners 
Business Machines 
Power Tools 
Washing Machines 


HERE’S HOW IT WORKS... 





- | accommodate 
= | turers’ 
| display of housewares.” 








SLIP PLUG INTO 
POWER-BLOK 


. LOCK WITH KEY AND CORD 
CANNOT BE USED 





FREE wire display rack 
with each box of 10 Power 
Bloks, each on an indi- 
vidual self-selling blister 
pak, as illustrated. 


PREVERT RIGHT 
te Cheldres 





Order by Hurd Package 
No. 98-300-1 @ $8.94. 
(Retail value $14.90.) 











Order from your hardware 
or locksmith jobber. 








iJ 


or , Fr — 
anal cr 
ie een 


LOCK & MANUFACTURING CO. 
DIVISION OF Ais INDUSTRIAL CORPORATION 


oe eee eee, Been Baee ©. 
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News of the Trade 


Housewares Importance Swells; NHMA Exhibit 
Booths to Jam Chicago’s Exposition Center 


Requests for booths at the 
January housewares show 
have greatly exceeded any in 
the 22-year history of the 
National Housewares Ex- 
hibit, according to Dolph 
Zapfel. 

The growth of the indus- 
try and the show has been 
so great that “there is no 
modern hall big enough to 
all manufac- 
space requests for 

Requests for space in Jan- 
uary now total more than 
compared to 


Pier and Drill Hall last Jan- 
uary. 


There will be about 900 


| exhibitors at the 34th NHMA 


National Housewares Exhibit 
Jan. 16-20 at McCormick 


Place, Chicago’s $35 million 
lake front Exposition Center. 

A record number of buyers 
from all 50 states is expected 
to converge on the giant new 
building. Last January 12,- 
302 buyers registered, and 
total attendance ranged be- 
yond 25,000. 

This will be the first trade 
show of any kind to be held 
at McCormick Place. The 
hall offers a dining room 
seating 650 persons, a cov- 
ered transportation terminal 
and many other features. 

Display booths will be ar- 
ranged with nine straight 
aisles running the three- 
block length of the building 
and seven straight cross 
aisles more than a city block 
long. Some exhibits will be 
on the meeting room level. 





Dates Announced For 
Wholesalers’ Shows 


S. Federbush Co., 
Totowa, N. J., Spring 
Showcase, Jan. 29, at 
Lodi Armory, Lodi, 
Be d. 


Janney, Semple, Hill 
& Co., Hopkins, Minn., 
Spring & Summer Mer- 
chandise Dealer Con- 
ference, Feb. 28 to 
Mar. 1, at Leamington 
Hotel, Minneapolis. 


Van Camp Hard- 
ware & Iron Co., Indi- 
anapolis, Spring & 
Summer Merchandise 
Show, Jan. 24-25, at 
exhibit hall, Indiana 
Theater Bldg., Indian- 
apolis. 

Dates of other wholesalers’ 
shows announced previously 


are shown in the Convention 
Calendar on page 186. 











Independent Exhibit 


Dates for the Independent 
Housewares Exhibit this 


' winter have been set for Jan. 


15-19, Hotel Morrison, Chi- 


_ cago. The IHE summer show 
| will run July 9-13 at the 
| same location. 


Pre-registra- 
tion and information may be 
obtained from Jules Karel, 
manager, Independent House- 
wares Exhibit, 8 S. Dear- 
born St., Chicago 3. 


Kalamazoo Sled Elects 
Earl Martin President 


F. Earl Martin has been 
elected president and direc- 
tor of Kalamazoo Sled Co. 
and Kalamazoo Furniture 
Co. of Kalamazoo, Mich. He 
succeeds Glen E. Speidel 
whose plans were not an- 
nounced. 

Mr. Martin joined the firm 
in 1955 as sales manager and 
was elected vice-president of 
sales in 1957. Mr. Martin 
continues as a director of 
Martin Varnish Co., Chicago. 


Arvin Names Bosart 
To Promotion Post 


Robert G. Bosart has been 
appointed sales promotion 
and advertising manager for 
the Consumer Products Div., 
Arvin Industries, Inc., Co- 
lumbus, Ind. 

Mr. Bosart, who has been 
sales promotion manager, has 
taken over the advertising 
duties following the appoint- 
ment of Ted Jones, for- 
mer advertising manager, to 
product manager of radios 
and phonographs. 


Aladdin Purchases 


Aladdin Laboratories, Min- 
neapolis has purchased Per- 
rine Mfg. Co., fly fishing 
reel and fly box manufac- 
turer also of Minneapolis. 
The line includes 8 reels and 
14 bait boxes. 





DEPENDABILITY makes 


Launp-R-venl 


the first choice 
of appliance 
servicemen. 


THe Originat LAUND-R-VENT for automatic clothes dryers that 
appliance them 


ll backs... 


servicemen have always preferred because it gives 
perfect customer satisfaction . . . no 


install it, that’s all. 


expensive service Ca 


Ask your jobber or write us 
COLE-SEWELL ENGINEERING COMPANY 
22868 UNIVERSITY AVE., ST. PAUL 14, MINNESOTA 


Want more facts? Circle 260, Pp. 137 
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Where there’s 
heavy traffic with 
light trucks... 


depend On. «(CHICAGO)» : 
SPRING HINGE // /; 





























Hanging Strip Required 


Shallow mortise design ... suit- 
able for plywood or hollow core 
wood doors, hollow meta! doors, 
formica or metal-clad doors of 
various types. Always specify 
exact thickness of door. 


2 
Type 11001— 4”, 5”, 6” 
Furnished in All Standard Finishes 


Now specified and used on stock room doors 
in many nationally known chain food stores. 





Thicage Spring Hinge Co. 


1500 CARROLL AVE., CHICAGO 7 ILL 
Want more facts? Circle 261, p. 137 











COUNTERSINK BITS 
i WOOD SCREWS 


> | | 
aqrier 
LENE AIAG LOMO 


No. 4 


Drills and Countersinks 
3 depths for flush or recessed screws 


— in 1 operation — 
4 drills for the 8 most popular 


| i) pin 
T| nat 


mimi 
a heldet NM . 
ie mn. 


= nn. 














TO ADJUST 
STOP 
Press spring and slide the 
step to one of the three 
notches on the bit shonk. 
Stop locks ovtomatically. 





PARKER ee oe a Oe Oe ee, Cc O 


Drill and Countersink Holes 
for Wood Screws 
in ONE Operation 


for 8 Screw Sizes « 24 Combinations 


® For drilling perfect flush or recessed counter- 
sunk holes for 8 most common sizes of wood 
screws. 


® Depth-a-Dapter adjusts quickly, automatically 
on all four, hardened tool steel bits. 


® Easiest way to drill multiple holes, bored and 
countersunk exactly alike. 


® Bright yellow-black card attracts and sells. 


Suggested List $1.70 per set 


Manufacturers of World-Famous Trojan Saw Blades and Frames 


Fy te | Parker | me 


PARKER MANUFACTURING CO. 


WORCESTER 1, MASS., U.S.A. 
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® best-sellers by Perfect-Line 


Perfect-Line’s new one-gang T-11 box SAVES TIME, LABOR AND 

MONEY. Replaces 3 ordinary boxes, weighs 2 less and comes 

with 3, 4 or 5 42” or 3%” tapped holes. Takes all std. weather- 

proof devices, lampholder plates or blanks. For grounding 

specify TG-11. Window-box pkgd. 2 aluminum plugs sup- 
plied. Only 234”"x4¥2"x2”. 


ONE-GANG WEATHERPROOF 
CAST ALUMINUM 
MULTI-PURPOSE 
BOXES 


FLUSH-DUPLEX 
WEATHERPROOF 
ma?) let Re) Ge 
RECEPTACLES 


New grounding-type P-L Receptacle or Receptacle /Switch comes 
with dual position ‘‘Duo-Lok’’ snap-caps. Protects fingers and 
cords and provides completely weatherproof seal. Made of die- 
cast aluminum, the ‘‘Duo-Lok’’ comes with long-life stainless 
steel hinge-springs, gasketed die-cast cover, rubber mat & 
mtg. screws. Handsomely packaged to sell on sight. 


PERFECT-LINE MFG. CORP. 


HICKSVILLE, L. 1.. NEW YORK e WE 1-3330 
Want more facts? Circle 263, p. 137 











News of the Trade 


brief reports of 


MANUFACTURERS’ SALESMEN 


@ Owatonna Tool Co.—Owatonna, Minn.—John Hann and 
Robert Wilkinson have been named district sales managers 
covering Oregon, Washington and northern California; 
William M. Myers, formerly with Snap-On Tools Corp., to 
district manager for Illinois, not including Chicago. 


@ General Electric Co., Bridgeport, Conn.—Two regional 
sales managers have been named for the blanket and fan 
department. James A. Riddell from midwestern manager 
to north-eastern region with headquarters in New York; 
John A. Mahoney replaces Mr. Riddell in the midwest. 


@ Rooto Corp., Detroit, Mich.—Stanley Grodnik to cover 
North Dakota, South Dakota, Minnesota, western Wiscon- 
sin and northern Iowa; Tom Sawyer to cover the New 
England states; Ernest Thomas to cover the southeastern 
states. 


@ Velsicol Chemical Corp., Chicago—H. Duane Holsapple 
and Glenn R. Grosch join Velsicol as Midwest representa- 
tives. 


@ H. K. Porter Co., Inc., Pittsburgh—James J. Joyner 
from western regional sales manager for the Thermoid 
Div. to manager of sales in Hawaii for all Porter divisions. 











Sie . Pat 
signed for 
maximum i 


siding, ‘carpentry, 
raising etc., 

withewt damag s 

either surface. — 

tests in all felde ced 

dealer sales tests have 


SPECIAL 
DESIGNED NAIL 
SLOT 
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@ Waring Products Corp., 


Winsted, Conn.—Michael J. 


McGreal from order-service department to New York sales 


force. 





Trade Show Sold Out 
At 13th Paint Show 


The “sold out” sign has 
been put up at the 13th an- 
nual trade show sponsored 
by the Retail Paint & Wall- 
paper Distributors of Amer- 
ica, according to show chair- 
man, Noah Adelsohn. There 
will be 400 booths this year 
at Atlantic City’s Conven- 
tion Hall. 


The three-day show, Nov. 
18 through 20, is held in con- 
junction with the associa- 
tion’s annual convention and 
the hours are: 2 to 10 on 
Nov. 18 and 1 to 6 on Nov. 
19 and 20. 


Top men in the industry 
will be featured speakers at 
the convention business ses- 
sions. Theme of these ses- 
sions will be “Keep Our 
Country Fair’ with empha- 
sis on the “Country Fair” 
atmosphere. 


The traditional workshop 
sessions will be another high- 
light of the business con- 
clave. 


Six topics are Management 
for maximum profit, promo- 
tion and advertising plan- 
ning and execution, decorat- 
ing trends in color and tex- 
ture, sales floor layout for 
maximum sales results, wall- 
paper and coverings mer- 
chandising, how to get the 
most from your sales people. 

The RPWDA program 


consists of a general busi- 
ness session each of the three 
mornings followed immedi- 
ately by workshops. After- 
noons are reserved for show 
activities. Convention head- 
quarters will be at the Tray- 
more Hotel. 

Advance registrations can 
be made by writing: RPWDA 
Convention Secretary, 8131 
Delmar Blvd., St. Louis 30, 
Mo. 


Grant Corp. Appoints 
Asst. Sales Manager 


Grant Pully & Hardware 
Corp., West Nyack, N. Y., 
has appointed Dudley De- 
Sousa assistant sales man- 
ager of its commercial divi- 
sion. 

Mr. DeSousa, former cus- 
tomer service manager, will 
supervise Grant’s entire com- 
mercial sales force. 


Wholesaler Salesmen 


Five wholesaler salesmen 
were winners in a recent 
Westclox contest. They are 
W. F. Desinger, M. Seller 
Co., Portland, Ore.; N. C. 
Holm, E. Garnich & Sons, 
Ashland, Wis.; Daly Smith, 
Peeler Hardware Co., Macon, 
Ga.; E. Vossler, Ott Heiskell 
Co., Wheeling, W. Va.; and 
H. Edwards, Isaac Walker 
Hardware, Peoria, III. 








PETER J. KING 


Peter King to Direct 
Marketing at Bissell 


Peter J. King has been ap- 
pointed director of market- 
ing at Bissell, Inc., Grand 
Rapids, Mich. He was direc- 
tor of new products and na- 
tional account manager. 

Mr. King joined Bissell in 
1958 as New England sales 
manager. Before that he 
was a housewares buyer for 
a Brooklyn department store. 
He was named to his most 
recent post in 1959. 

Mr. King will be respon- 
sible for all Bissell sales, ad- 
vertising, traffic and sales 
promotion. 


Wm. Teweles Elected 
President of Teweles 

L. Teweles Seed Co., Mil- 
waukee, Wis., has elected 
William Teweles president. 
He succeeds his father, Law- 
rence H. Teweles, who has 
been elected chairman of the 
board. 

William Teweles joined the 
company in 1948 and has 
been most active in the lawn 
products division. 

In other moves, the com- 
pany has appointed.the fol- 
lowing officials to new posts: 
Richard H. Teweles to as- 
sistant chairman of the board 
while continuing as trea- 
surer. Hugh R. Teweles 
elected secretary. And, Rob- 
ert L. Teweles elected vice- 
president. 


Palo Alto Gets Top 
Outdoor Living Award 


Palo Alto Hardware Co., 
Mountain View, Calif., hard- 
ware dealer, was first prize 
winner in the hardware cate- 
gory of the 1960 Outdoor 
Living Awards Program 
sponsored by Hamilton- 
Skotch Corp., New York 


News of the Trade 





(See HA, Jan. 14, p. 177). 

Honorable mention win- 
ners were: Community Hard- 
ware Store, Chicago, and 
Katzen’s Hardware Store, 
Philadelphia. 

In winning its first place 
award, Palo Alto Hardware 
effectively used advertising, 
direct mail and sidewalk and 
in-store displays. Awards in 
the contest ranged up to a 
trip to Hawaii. 

Members of the judging 
committee were: William 
Mortimer, editor, Automotive 
Retailer; Ben Gordon, Chain 
Store Age; Frank X. Keifer, 
editor, Department Store 
Economist; W. A. Phair, edi- 
tor, Hardware Age; Robert 
Strauss, Home Furnishings 
Daily; Julian Elfenbein, edi- 
tor, Housewares Review. 


Ferry-Morse Appoints 
David G. Cuthbertson 


David G. Cuthbertson has 
been named executive vice- 
president of Ferry-Morse 
Seed Co., Mountain View, 
Calif. 

Mr. Cuthbertson, former- 


DAVID G. CUTHBERTSON 


ly vice-president, was elected 
to that office in 1958 and in 
1959 he became a member of 
the board. He is a member 
of the board of the Ameri- 
can Seed Trade Assn. and a 
past president of the Pacific 
Seedsmen’s Assn. 


Henry Ford Elected 
President of Eastman 


Henry L. Ford has been 
elected president of Eastman 
Chemical Products, Ince., 
Kingsport, Tenn. He _ suc- 
ceeds Dr. L. K. Eilers, who 
was elected vice-chairman of 
the board. 

Mr. Ford previously was 
vice-president of Tennessee 
Eastman and Texas East- 
man Companies, both divi- 
sions of Eastman Kodak Co. 


Ae LyvA 


VrieQwwv ! 


ideal 


push pull 


latch 


installs in three 4” holes 





Introduces new operating prin- 
ciple for screen and storm doors 
—no latch-handle springs to 
weaken or break. Mounts in 
three 14” holes. Locks from 
inside—no-lockout feature will 
not let door close with lock set. 
Two coat baked enamel finish 
—silver aluminum or lustrous 
brass under super hard clear 
enamel. Ideal also manufac- 
tures a full line of knob latches 
and one-bore push-pull latches. 
Write for complete details and 
prices. 

* LATCHES + OJLITE BEARING HINGES 


e CLOSERS « CHAINS + SASH ADJUSTORS 
* PUSH BARS + QUIKI WINDOW CONTROLS 


215 E. 9th St. 


ST. PAUL 1, MINNESOTA 
Want more facts? Circle 265, p. 137 
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Dealers were kept informed of doings 
at the recent Bolens Products Div., Food 


Machinery & Chemical 


Corp., 


Port 


Washington, Wis., sales meeting. Each 
day of the meeting, product descriptive 
postcards were sent out by each sales- 
man to all of his dealer accounts. John 
H. Widder, general sales manager, con- 
ducted the meetings that featured the 
introduction of the 1961 Bolens line. 





GEORGE C. BARTON 


George C. Barton 


George C. Barton, 66, re- 
gional supervisor of O. Ames 


Co., Parkersburg, W. Va., 
died suddenly Sept. 12 in 
Memphis, Tenn. Mr. Barton 
started his career at Car- 
negie Steel Co. In 1924 he 
joined Ames Shovel & Tool 
Co., and became a district 
manager in 1931 when it was 
consolidated with Baldwin 
Wyoming Co. He became re- 
gional supervisor in 1956. 
Mr. Barton was a 26-year 


member of the Texas Hard- 
ware Boosters Club, past 
president of the Old Guard 
and a member of the Hard- 
ware X-Club. 


Henry G. Meffert 


Henry G. Meffert, 66, re- 
tired warehouseman for Bel- 
knap Hardware & Mfg. Co., 
Louisville wholesaler, died 
Oct. 9 in Veterans Hospital, 
Louisville. Mr. Meffert re- 
tired three years ago. 


Robert P. Kaufeldt, Jr. 


Robert P. Kaufeldt, Jr., 31, 
Chicago district manager for 
Savogran Co., died recently 
at his home in Lombard, III. 
He had been with the firm 
for three years. 


Lydia Engel 


Miss Lydia Engel, 88, re- 
tired secretary-treasurer of 
C. Engel & Sons hardware 
store, Mayville, Wis., died re- 
cently at her home in May- 
ville. 
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A Lock-O-Rama truck, like this one, is available 
to customers of Lockwood Mfg. Co., Fitchburg, 
Mass., all over the country. The company main- 
tains a fleet of these mobile show rooms to 
carry displays and demonstrations of builders’ 
hardware items directly to contractor-custom- 
ers of wholesalers. The coffee urn carried by 
each truck, is a center of activity. 








Arthur P. Koch, Jr. 
Arthur P. Koch, Jr., 47, 


sales promotion manager of 
Stratton & Terstegge Co., 
Inc., Louisville, Ky. whole- 
saler, died Oct. 7. Mr. Koch 
had been with the firm since 
1933. 


ARTHUR P. KOCH, JR. 


George J. Doyle 


George J. Doyle, former 
owner of Doyle’s Hardware 
Co., West Scranton, Pa., died 
Oct. 7 of a heart attack at 
Mercy Hospital, Scranton. 


Max J. Sailer 


Max J. Sailer, 74, retired 
East Orange, N. J., hard- 


ware dealer, died recently at 
a Newington, Conn., nursing 
home. Mr. Sailer left East 
Orange four years ago after 
operating his store there for 
many years. 


Harry M. Zick 


Harry M. Zick, 72, retired 
hardware dealer of Forest 
Junction, Wis., died recently. 
He opened his store in 1921 
and operated: it until last 
February. 


Theodore Brazel 


Theodore Brazel, president 
and treasurer of Colonial 
Hardware Co., West Hart- 
ford, Conn., died recently in 
his Farmington, Conn., home. 
Mr. Brazel was founder of 
Colonial Hardware. 


Elizabeth U. Krecker 


Elizabeth U. Krecker, 56, 
a secretary at Belknap Hard- 
ware & Mfg. Co., Louisville, 
Ky., wholesaler, died re- 
cently. She had been with the 
firm for 30 years. 


Louis Goodfellow 


Louis Goodfellow, 83, re- 
tired hardware dealer of Al- 
toona, Pa., died recently. 





HWA Photo Angles 


A report in pictures 
of events in the trade 


Jack J. Caraway, vice-president and manager of Peden 
lron & Steel Co., Houston, Tex. wholesaler, holds a stack 
of orders placed at the firm's Ist Annual Dealer Mer- 
chandise Show. Show specials were a highlight of the 
heavily attended show which had 65 manufacturers 
booths. The event, which marked Peden's 70th year in 
business, was held at Houston's Rice Hotel. 


The Gardex line for 1961 was spotlighted at a recent three-day sales meeting held by Gardex, Inc., at its headquarters in Michigan 


City, Ind. Pres. Frank J. Wolf reviewed the firm's 25 years of business and C. A. Bowman, sales manager, who conducted the meeting, 
introduced the company's new, four-color catalog. 
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American Hardware & Equipment Co., Charlotte, N. C., wholesaler, officials and salesmen held a four-day sales meeting with repre- 
sentatives of several power equipment manufacturers. Formation of a new Power Equipment Div. was announced by L. D. Nuchols, 
ty agg and treasurer (see story on page 208). There were 40 people in attendance at the meeting, which was held at Harkers Island, 
N. C, 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Set solid, maximum 50 words $5. 
Each additional word..... Gaseas 10 


Positions Wanted 
(Special Rate) set solid, maximum 
50 words 
Each additional word 
Allow Seven Words for Keyed Address” 
er Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 


5%, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 


Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 
HARDWARE AGE is published every other 
weeks 


Thursday. Classified forms close 
prior to publication date. 


Remittance must accompany order in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stomps. 





REPRESENTATIVES WANTED 


REPRESENTATIVES WANTED 





ACCOUNTS WANTED 





SALESMEN WANTED 


2 Experienced Cutlery Salesmen to sell com- 
plete Robeson Cutlery Line. Sales expansion 
program offers attractive proposition for 
qualified men. Territories open (1) Missis- 
sippi, Louisiana, and Arkansas (2) Kentucky, 
parts of Tennessee and West Virginia. Send 
complete details first letter to Sales Man- 
ager, 


ROBESON CUTLERY CO. 


PERRY, NEW YORK 








NATIONAL MANUFACTURER 


of good quality, competitively priced paint 
brushes, has several protected territories 
available. Top commission, all shipments 
prepaid. Splendid opportunity for the right 
men. State full particulars in first letter. 


Box F-57, e/e HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








SALESMEN WANTED 


With following to sell direct to Hardware, 
Paint, Building Supply Stores and Lumber 
Yards, a leading line of competitive uncon- 
ditionally guaranteed paint brushes. Full or 
side line. Guaranteed territories. Give par- 
ticulars and territories covered in first letter. 


Box K-32, ¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








REPRESENTATIVE WANTED 


Excellent line for 
various territories 
sprinklers, etc., to 
chain stores. Items 
Good commissions. 
full resume. 


KENT, 


sales representative 
selling garden hose, 
hardware, dept., 

have excellent 
Write, giving 
Excellent proposition. 


INC., 830 Monroe St., 


calling in 
oscillators. 
variety and 
repeat 
background 


business 
and 


Hoboken, WN. J. 





TWO ‘OLD PRO'S’ 


Combined Age 87 Years. Combined experi- 
ence 42 vears successful selling—starting 
Company. Concentrated coverage 

.C. and New Jersey. Desire two lines 
Houseware, Hardware, Garden Supply 
Dealers and Jobbers. Top trade contacts 


Box M-1!2, eco HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 395, Pa. 











REPRESENTATIVES WANTED 


Leading manufacturer of quality builders 
hardware competitively priced featuring com- 
plete line of aluminum thresholds, closet rods, 
door stops, door closers, grilles, push bars, etc., 
with choice territories available. Write stating 
full particulars. LUSTRE LINE PRODUCTS, 
53 N. 2nd Street, Philadelphia, Pa. 








LET US TAKE OVER 
ALL YOUR SALES PROBLEMS 


National Sales Organization with Offices and Prin 
cipals in all major marketing areas guarantees im 
mediate national coverage Seeks limited number 
of High volume lines in electronic, appliances, 
housewares and hardware consumer goods. Full de 
tails upon Sia Inquiries confidential. 


-10, ¢/0o HARDWARE AGE 
Philadelphia 39, Pa. 


Box 
Snechent Py 56th Sts., 





SALESMEN 
Produced 
dustry. 
American 


WANTED to 


domestically. 


sell twist drills. 
Lowest prices in the in- 
Made to military § specifications and 
standards. Large distributor accounts 
wanted, but good commissions if sold to users. 
Many territories available. Hayden Twist Drill 
Sales Co., 25205 Ryan Road, Warren, Michigan. 





SALESMEN WANTED 


Calling on Hardware Jobbers, Furniture 
Manufacturers and Lumber Supply Dealers 
to represent us for the sale of Bolts, Screws, 
and Nuts on Commission Basis. State ex- 
perience. References, lines now handled, 
and territory covered in first letter. 


Box K-22, ¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








Manufacturer's Representative 


WANTED 


Sell Nationally Advertised Line te Hardware, Elec- 
trical and Automotive Jobbers. Opportunity to cash 
in on fast selling Electrical Cireuit Tester. Retails 
for only $1.98. Some good territory open several 


states. 
BURNWORTH TESTER CO. 


815 Pomona Ave., E! Cerrito 8, Calif. 


LA 5-7599 


Salesman-Representative 


Sell direct to retail hardware, 


Drug and Variety, 
stores. Fast turn-over, 


non-scasonable. Excellent 
re-order record. We have been in business over 40 
years. 100°, protected territories. Best openings in 
West, Far West, South-West and East Coast areas. 
Our present employees know of this ad. Write 
Hardware Age, Box WN-1!3, Chestnut & 56th Sts., 
Phila. 39, Pa. 











PAINT BRUSH SALESMEN WANTED 


Several protected territories open for men with 
established following now calling on Paint, 
Hardware Stores and Lumber Yards, etc. Give 
all particulars first letter, all inquiries held 
strictly confidential. Write: Majestic Brush 
Mfg. Corp., 210 W. 29th St.. New York |, 
New York. 











WANT FULL 


AND PART-TIME REPRE. 
SENTATIVES 


and area distributors for new 
line of patented “‘Touch Control” decor knobs for 
homes, factories, etc. ‘rite us fully giving ex- 
perience and territory you are now covering. Na- 
tional Distributors, P.O. Box 4552, Portland, 
Oregon. 


SEVERAL 





TERRITORIES OPEN for manu- 
facturers representatives with selling experience 
and knowledge of firearms and ammunition, to 
sell to all types of retail outlets handling am- 
munition. Selling season begins January 2, 1961. 
Write Box M-29, c/o HARDWARE AGE, Chestnut 
& 56th St., Phila. 39, Pa. 
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SALESMEN—IN ALL AREAS with fol- 
lowing among hardware dealers to sell 100% 
Guaranteed SAFE chemical compound that re- 
moves IRON, etc., from mineral beds of water 
conditioners. High discounts to dealers and high 
commission and repeats to agents. Give complete 
details in first letter. Box M-14, c/o HARDWARE 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 


LIMITED NUMBER OF 
TERRITORIES available for 
agents contacting ali types of volume buyers. 
Diversified ‘“‘impulse’”’ packaged hardware-house- 
ware-chemical specialty line which has large re- 
peat percentages, in-store displays, advertising 
allowance, and trade advertising support. Many 
established accounts. Clover Products, 944 Mon- 
roe Avenue, Rochester 20, New York. 


WANTED FOR NEW 
LETTER AND NUMBERS AND PLATES. 
First time offered. State as follows: Sales repre- 
sentation now carried; area now covered—size of 
agency—number of salesmen or individuals, es- 
tablished length of representation. Terms and 
conditions. Domestic and foreign. P.M.E. Mfg. 
Co., 106 Nylon Ave., Livingston, N. J. 





PROTECTED 


manufacturer's 








LATIN AMERICA 
Manufacturers representatives 
Panama offices and calling on all 
types of accounts throughout Latin 
America are interested in adding one 
or two good lines. 

Box M-24, ¢/o0 HARDWARE AGE 
Chestnut & 56th Sts.. Philadelphia 39, Pa. 


with 








REPRESENTATIVES 


Covering all phases of jobbers. Can render 
reliable aggressive service. We are national 
disrtibutors with established actively oper- 
ating branch offices in New York, Phila- 
delphia, Detroit, Cleveland and Louisville 
We carry the account or you can bill di- 
rect. Inquiries invited. WRITE ANCO Cor- 
poration, 7 Wood Street, Pittsburgh 22, Pa. 








Complete, Consistent and Conscientious Cover- 
age of Metropolitan New York and New Jersey 
to BOBROW-LEWELL Associates, 814 Broadway, 
New York 3, New York. ORegon 4-4540. 


WE GET RESULTS 











WANT SALES RESULTS? We eget 
because we concentrate in Michigan, 
ana. Will handle two additional 
highest grade considered. Write Box 
HarRDWARE AGE, Chestnut & 56th Sts., 
phia 39, Pa. 


them 
Oho, Ind 
lines——onls 
A-10, ¢/o 
Philadel 





CANADA. Selling the best industrial and 
hardware distributors in Ontario and Quebec. 
Qualified to service one more good line. If yours 
is a proven money maker, I can make it go here. 
Please, no gimmicks. Edward H. Pope, 73 Shan- 
don Drive, Searboro, Ontario. 





LINES WANTED to sell on exclusive basis to 
the wholesale hardware trade in the Province of 
Quebec, Canada. We have long experience in 
this bi- ec (Fr.-Eng.) market of five million. 
Robert Walby Limited, 4805 Cumberland Ave., 
Montreal 29, Quebec, Canada. 





ACCOUNTS WANTED HELP WANTED BUSINESS OPPORTUNITIES 





EXPORT 
iS EXTRA PROFIT 


For 45 years we have acted as the export sales de- 
partment for many prominent American hardware. 
plumbing, heating and electrical products manufac- 
turers—Establishing their names and brands through- 
out the world. We are now seeking related accounts 
to supplement our present sales activities Our 
large, experienced New York staff and worldwide 
network of stecking distributors can add plus profits 
to your existing sales. We totally relieve you of 
export details, including financing (our net worth 
nearly 1.5 million dollars). Take advantage of our 
government's plans for export expansion to increase 
your sales through us 


AMERICAN STEEL EXPORT COMPANY 
347 Madison Avenue 
New York 17, New York 











HELP WANTED 


SPORTING GOODS SPECIALTY 
to travel extensively calling upon 
trade. Sell ammunition January-April 
sporting goods items May-December. Salary, com 
mission and travel expenses paid. Must 
recent model car and be suniiatle January 2, 
Several territories open East of Rockies 
in confidence to Box M-30, c/o HarpDWareE . 
Chestnut & 56th Sts., Phila. 39, Pa. 


salesmen 
the dealer 
and other 





FIELD SALES MANAGER WANTED 


Voluntary hain needs high type 
affiliation work Territory is Mid-Central To 
qualify you must travel and have an extensive 
Hardware Store contact experience. 

We have, we believe, the most outstanding franchise 
plan available for the Hardware Retailer 

Please, a complete resume in reply-confidential 


Box N-I!, e/0 HARDWARE AGE 
Chestnut & 56th Sts.. Philadelphia 39, Pa. 


man for store 











2 Fast-Selling _— 


NEW “SILENT 8" 


Large diameter wheels with 
long-lasting rubber tires. 


Guorontee 


Double Ball-Bearing Wheels 
Exclusive hard tempered wheels 
give amazing performance. 
“Sha to the Shoe” comfort 
and lance bring extra sales. 
eng other models to choose 
rom. 





CREATIVE MAN to work with top manage- 
ment in developing consumers circulars, promo- 
tions, store displays and Sales programs for re- 
tailers and wholesalers. Some anedtandicing and 
sales background essential. Artistic talent not 
necessary, East Coast location. Send resume, 
salary desired, etc. Write Box N-14, Harpware 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 


BUSINESS OPPORTUNITIES 


CALIFORNIA 


Store—available for Hardware in new shopping 
in thickly settled 
Ontario, Calif. No nearby competition. Plenty 
of free parking. Write R. G. WIRTH, 2452 
Sth Ave., 1, Calif. 





center residential area of 


San Diego 








DAVID T. PAPKIN 


Industrial Designer, Product Stylist 
Specializing in the Hardware, House- 
ware and Appliance fields. 


295 Central Park West New York 24, New York 











SOUTHERN CALIFORNIA modern attrac- 
tive hardware and gift store. Located in well 
established shopping area, in East growing orange 
county of Southern California. Large trading 
area, plenty of free parking. Sales floor 40 x 90 
plus 40 x 30 storage, 6 years remaining of ex- 
cellent lease. Gross sales this year approx. $130,- 
000. Merchandise and fixtures about $48,000. Box 
M-26, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





NEW BUILDING OR REMODELING. 
We can help you. We assist you to deter- 
mine store location, size, interior, exterior, 
and display fixtures. Write for reasonable 
rates, which will save you money. Box M-27, 
c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 











BELIEVE IT OR NOT. For less than 5¢ 
each you can buy as few as three dozen brass 
key blanks beautifully embossed with your name 
and address in permanent raised letters. Write 
today for free bulletin #858. HAZELTON 
CHAIN CO. (manufacturers of key blanks and 
sash chain), 81 Kemb’z St., Roxbury 19, Mass. 


* POSITIONS WANTED 


EXPERIENCED DISTRICT SALES MANAGER 


wants to represent hand tool manufacturer 
in Eastern Seaboard area. Well known by 
hardware wholesalers and industrial supply 
distributors. More than 15 years in sales 
of quality tools. 


Box K-28, ¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadeiphia 39, Pa. 














EXPERIENCED SALESMAN, presently em- 
ployed by manufacturer, calling on wholesalers 
and dealers for over ten years, desires to associate 
with respectable manufacturer representative 
agency of manufacturer with aay for ad- 
vancement. Married, hard working, reliable, col- 
lege graduate. Desire Southern-eastern Seaboard. 
Box M-25, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 








= 





Reflecting Traffic-Red Scotchlite 
DRIVEWAY MARKER 


Model DM—485S 


ISTINCTIVE, practical, adds 








us 


Tae 














character to any surroundings. 
Protects the lawn, keeps cars on 
the driveway. 48” tall to dominate 
snow drifts and border hedges. 
Tempered steel, lacquered to pre- 
vent rusting. Easy ground penentra- 








marker. 
enough.” 





sary. Unaffected by weather, sure visibility day or night. 
Packed 12 to self-selling display carton. 
“Inexpensive enough for home owners to have 


Order from your Jobber! 


HY-KO PRODUCTS CO., Cleveland 3, Ohio 


tion, withstands hammering if neces- 


Retails 98¢ per 














ARE PROFITABLE 
Se// Fast, Use 
Little Space 

Display as a family of = 

gadgets in one place on ©. 

eg boards or counter 
ins for fastest self- => 
service sales. Serving 

Tongs in many sizes, 

styles. Cheese Slicers. 

Jar Wrenches. Deluxe © 

Roast Rack. Skewers ° 

in all sizes. Lacing 

Pins. Plate Hangers. 

Potato Bake Rack. « 

Broom Clips. Food 

Mixers. Beaters. Many 

other gadgets. 


More than 50 
Kenberry GADGETS 
Ask your jobber 

or write for list 





Kenberry GADGETS: —_. EE 


wee 3 poe KNIFE 
JOHN CLARK BROWN i«#<¢ 


ONE MONTGOMERY ST. 
SELLEVILLE 9, NV. 


Want more facts? Circle 267, p. 137 








IN COILS 
ON CARDS 
ON SPOOLS 








en berry Gavcets 





Want more facts? Circle 268, p. 137 


E. H. TATE CO. @ 251 CAUSEWAY ST. © BOSTON, 
Want more facts? Circle 269, p. 137 





BRAIDED 


PICTURE WIRE 


# 
BETTER HOUSEHOLD 
HARDWARE SINCE 1872 


MASS. 
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Bite off more 
sales! Display 
“SCOTCH” BRAND 
Cellophane Tape 
—out-advertises 
others 10 to 1!! 





SCOTCH’ IS A REGISTERED TRADEMARK OF THE 3M CO 


ew Miaine AND Mhanvracrurine COMPANY ES — 


» WHERE RESEARCH 1S THE KEY TO TOMORROW Ss E> 
5 


| Berger Co., 
| Bernz Co., 
| Bethlehem Steel Co. 





KARYLON 


SPRAY PAINT 


Advertised in Life, Saturday Evening Post, Good 
Housekeeping, Better Homes & Gardens, American 
Home, McCall’s, Ladies’ Home Journal, Popular 
Mechanics, and Sunset Magazine. 


The Brand with Demand! 


KRYLON, INC. NORRISTOWN, PA. 
Want more facts? Circle 270, p. 137 











PLEASE EVERY —* 


yu. 


DE WITT PRODUCTS CO. 
5868 PLUMER ST. DETROIT 9, MICH. 
Want more facts? Circle 271, p. 137 
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Index to Advertisers 


THE ADVERTISERS INDEX is published as a convenience and 


not as a part of the advertising contract. 


Every care is 


taken to index correctly. No allowance will be made for 
errors or failure to insert. 


a 
Airex Corp. Div. of the 
Lionel Corp. 
American Brush Mfrs. As- 
sociation Paint Brush Div.. 


| American Hardware Corp. 


Safe Pedlock 


| American Steel Wool Mfg. | 
Co., Inc. .. 189 


Ames Co.., 


Animal Trap Co. of America. 194 


| Atlantic Industrial Corp. ... 


Atlas Tack Corp. 


Atlas Tool & Mfg. Co. 


| Bassick Co. 


Behr Manning Corp. 
ce &. 
Inc., Otto 


Borden Chemical Co. 


| A Div. of The Borden Co.. 48 | 
| Borg-Erickson Corp. : 
_ Brearley Co. 


Bridgeport Fabrics, Inc. 
Brown, Inc., John Clark ..... 


| Cal-Dak Co. .... 
| Capitol Mfg. Co. . 
| Champion DeArment Tool 


Co. 

Chevrolet Motor Div. 

General Motors Corp. . 200-20! 
Chicago Spring Hinge Co... 213 
Cleveland Mills Co. . _ 45 
Cole-Sewell Engineering Co.. 
Colorite Plastics of New 

Jersey, Inc. ... 

Columbian Vise & Mfg. Co.. 
Columbus Plastic Products, 

_ aa 
Cooper Mfq. RT Same 
Crescent Plastics, Inc. 

Crescent Tool Co. x 
Cross & Co., W. W. 


D-Con Co., ‘ 
Deshler Products Co. 
Devcon Corp. ........... 
DeWitt Products Co. . 
Diamond Expansion Bolt 
Co., Inc. .. “4 
Dille & McGuire Mfg. Ge. «. 
du Pont de Nemours, Inc., 
E. I., Polychemicals-Tynex. 
Paint Brush 


| Dykem Co. 


| E 
| Edlund Co., Inc. 


| Faultless Caster Corp. 


Gardner Wire Co. 
Gibson Good Tools, Inc. .... 


| Heller & Co. 


ES EEE OCTET 
Evans Rule Co. .. oh a 
E 


. 164 

Fletcher-Terry Co. ... .. 196 

Frick-Gallagher Mfg. Sa 
G 


. 207 
190 
206 


General Wire Spring Ca. 


Goodrich Industrial Products 
Co., B. F. 27 


| Grabler Mfg. Ca. 33 
Graham & Co., Inc., 


John H. 
GS. W. Griffin Co. 157 
King Cotton Cordage .... 118 
Seymour Smith & Sons .... 6 
Great Neck Saw Mfrs. Co. .. 221 
Greyhound Corp. .... 159 
Griffin Mfg. Co. ........... 163 
H 


Hager & Sons shire need 
Co., C. . 16 
w. C. 
Hines-Park Foods, Inc. 
Duncan-Hines Institute ... 
Holt Mfg. Co. is 
Hoyt & Worthen Tanning 
Corp. .. eee. 
Hurd Lock & Mfg. Co. 
Hustler Corp. ...... 
Hy-Ko Products Co. 7 


Ideal Brass 4 Inc 

Illinois Lock Co. .. 

International Salt Co.., | 

Irwin Auger Bit Co. ........ 
J 


Jackson & Son Co., Thomas 


Jefferson Screw Corp. 


'Kano Laboratories ......... 
| Keil Lock Co., Inc. . 
|Kenco Pump Div. American 


Crucible Products Co. 


| Kester Solder Co. . 


Klein & Sons, Moethies ...... 


| Knape & Vogt Mfg. Co. .... 
Krylon, Inc. ... 


| L 

Lafayette Brass Mfg. Co. I7!- 
_ Larson Co., 

_ Lenape Products, Inc. 


Liberty Distributors, Inc. 


Charles O. .. 


195, 197, 


| Lionel Corp. 


Airex Corp. 
Listo Pencil Corp. ... 
Lober & Associates, M. 
Lowe's, Inc. 





SANITARY LITTER a FoR CATS — 


Twenty-eight million cat owners in 


U.S. offer you a BIG PROFIT oppor- 
tunity. Kitty Litter is nationally ad- 
vertised and already in demand! Stock 


up and cash-in locally. 


AVAILABLE THROUGH 
YOUR DISTRIBUTOR 





” Went more facts? Circle 272, p. 137 seat: 





M Shelby Metal Products Co. 176 
Macklanburg-Duncan Co. ... 23 Sherman Mfg. Co., H. B. 155 
Magic Iron Cement Co., Inc. 52 Sherwin Williams Co. 140-14] 
Marshalltown Trowel Co. 222 Shopmaster 
Master Lock Co. as ee, | Div. Energy Co. 

Mayes Bros. Tool Mfg. Co... 189 Simonds Saw & Steel Co. 
Melnor Industries, Inc. 35-38, 39 | Skil Corp. 
Miller Co., Inc., Robert E. 222 Smith-Gates Corp. 
Minnesota Mining & Mfg. Southern Screw Co. 

Co. 167, 220 Southern Shellac Mfg. Co. 
Miracle Adhesives Corp. .... 167 Standard Tool Co. 
Mirro Aluminum Co. .. 224 Star Key & Lock Mfg. Co. 
Moto-Mower, Inc. _... .28-29 | Starrett Co., L. S. 

Sterling Faucet Co. 

Ay Stevens Walden, | 
National Brush Co. ie) Oe S4 A B, emery 
National Housewares Mfrs. forane roducts, Inc. 

Swing-A-Way Mfa. Co. 

g ay Mfg 
ee iis hg Swinalj 

National Metal Products Co. 203 oe 
National Screw & Mfg. Co... 223 T 
New York Wire Cloth Co. 152 Tate Co.. E. H. 219. 22! 
Nicholson File Co. ..- 41 Taylor Chein Co., $. 6. .... 
North & Judd Mfg. Co. 178 Tec Imports 

Thompson Co., E. A. 

Oo Turnbuckl 
Oakes Mfg. Co., Inc. Seen ew 
Div. of Food Machinery 


U 
Chemical Corp. Ps Union Malleable Mfg. Co. 
p Union Steel Chest Corp. 
Union Wadding Co. 

Sedan hie sata Universal Exhibitions Ltd. 
Petersen Mig. Co. . Utica Drop Forge & Tool Div. 
Pioneer Rubber Co. Kelsey-Hayes Co. 
Pittsburgh Plate Glass Co. Vv 


Paint Div. 
: Vaughan & Bushnell Mfg. Co. 
Pittsburgh Plate Glass Co. Vital Products Mfg. Co. 


Pennvernon | 
Pittsburgh Plate Glass Co. Vichek Tool Co. .. 
W 


Brush Div. 
Plastic Products Co. 
Wallace Silversmiths 
Plumb-E-Z Mfg. Co. Warren Tool Corp. 
Water Master Co. 


Prizer Ware Div. 
Textile Machine Works ... Weller Electric Corp. 
Westclox Div. 


Progress Mfg. Co., Inc. 
Puritan Cordage Mills, Inc. tinal Cia: Kilda 
R Co. 192- 
Reichert Float & Mfg. Co. 199 Western Tool & Stamping Co. 
Remington Hardware Co., Wheatland Steel Products 
Inc. 204 Co. . 
Republic Steel Corp. _.20-21 | Wheatland Tube Co. 
Reynolds Metals Co. 58 Wheeling Corrugating Co. 
Rich, Inc., Howard B. 199 | Wickwire Brothers, Inc. 
Ridge Tool Co. 199 Wilbur & Williams Co., Inc.. 
Rival Mfg. Co. 197. Wilhold Glues, Inc. 
Royal Electric Corp. 32 | Winfield Brooks Co., Inc. 
Wiss & Sons Co., J. 
S Wissota Mfg. Co. 
S-K/Lectrolite Tools 71, 72 Woodhill Chemical Co. 
Safe Padlock & Hardware Co. Worthington Co., George 
Sub of the American Hard- Wright-Bernet, Inc. 
ware Corp. 26 Wright Steel & Wire Co., 
Safety Plug Lock Corp. 205 G. F. 
Samson Cordage Works 9 | Wrought Washer Mfg. Co. 
Sandvik Saw & Tool Div. 
Sandvik Steel, Inc. 127 Y 
Sheffield Hardware Co. Yale & Towne Mfg. Co. 
Rol-O-Valve Sales Lock & Hardware Div. . 








SETTER HOUSEHOLD 
AROWARE SINCE 1872 


sed 


—E. H. TATE.CO. © 251 CAUSEWAY ST. © BOSTON, MASS. 


- 


Want more facts? Circle 273, p. 137 








the FINEST tools 
YOUR CUSTOMERS CAN BUY 


GREAT AECN air-custionen 


PRECISION-BALANCED HAMMERS 


"* + for sure pROFITS/ 


THE GREAT NECK ONE- 
PIECE FORGED-STEEL 


Combines the best 
in too] workmanship 
with the finest of tool 
steel. Unsurpassed. 
one-piece hand tool 
that permits effort- 
less wrist motion. 
Electrically hard- 
ened mirror polished 
head and rubber 
cushioned grip 
makes this hammer 
a must for today’s 
working pleasure. 


THE GREAT NECK 
TUBULAR 


Perfectly balanced 
its all steel from head 
to handle. Tough 
Tubular alloy tool- 
steel shaft can’t bend 
or break. Shaft is 
permanently locked 
into electrically 
heat-treated, forged- 
steel head—balanced 
to produce extra 
power. Modern air- 
cushioned non-slip 
rubber grip is per- 
manently fused to 
the shaft to absorb 
shock. 


STYLES: Curved and Straight Claw for everyone: home- 
owners, craftsmen, professionals. 16 oz. and 20 oz. heads — 


packed 4 per box. Individually boxed for Xmas and for year- 
round gift-giving. 


WRITE FOR COMPLETE CATALOG 
OF TOOLS AND KITS FOR EVERYONE 


EAT NECK 
A NANUFACTORERS, NC 


Want more facts? Circle 274, p. 137 
HARDWARE AGE, November 3, 1960 © 221 





MARSHALLTOWN TROWEL COMPANY + MARSHALLTOWN, IOWA 
Want more facts? Circle 275, p. 137 


WHILHOLD* WILHOLD* 
Pind ™ CONTAX 


Y wil TE GLU E == pall 


MILLIONS SOLD YEARLY ONE COAT COVERS 

















Circle 276, p. 137 


Ee STICKLEBACK SELLS—SELF SERVICE—STICKLEBACK SELLS 
STICKLEBACK : DRILL 


: ROUTER 





‘ 





$1.40 
BUBBLE-PACK a 


"An Easy Sale Every Time” @) $1.60 


DRILL Ask Your Jobber. Or Write 
REAM TEC IMPORTS 
SAW 15001-03 Califo 
ROUT Van Nuys, California 


Sterling 
ee Oo limele Ri. STICKLEBACK SELLS—SELF SERVICE—STICKLEBACK SELLS 
Want more facts? Circle 277, p. 137 Want more facts? Circle 278, p. 137 — 


IF YOU SELL PAINT 
vou neED STAT 


because... 
STAT abolishes paint brush cleaning. 


STAT is economical, saves hours of work. 7 | y/. 
STAT is perfect for cleaning paint i TA IE 





Literature 


STICKLEBACK SELLS—SELF SERVICE—STICKLEBACK SELLS 
$1138 AOVEITIOUS—JIANS J13S-—"STIIS AOVEIINOUS 











from hands, face and even 3 
hair. s 


Winfield Brooks Company, Woburn, Massachusetts 


BETTER HOUSEHOLD 
AROWARE SINCE 1872 














Want more facts? Circle 279, p. 137 





Furniture Rest — Pintle Type 





3-color Box, Rubber Expander 
12 Boxes in Tubular Glide 


RUBBER CUSHION GLIDES 


Wonderful for all wood \ ¢ogum 
and metal furniture. - 


Ya"s 


Carton. 
1/2". { 
Ve ’ Me 





Rubber 
Crutch Tip 





%”,. %”, 1”, 1 1/16", 1%”, 1%". 
. PROMPT SHIPMENT 
Ask your jobber, If he is not supplied, writ —_ | 
Bo al : ROBERT E. MILLER & CO., INC.., et hee 
Monopoint Glide Saame Coster Cup 35 Pearl St.. New York 4, N. Y. 
Want more facts? Circle 281, p. 137 
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“NAT STANDS OUT 


with dress-parade packaging 


Brighten up your fastener shelves and speed up off-the-shelf selection with 
the snap and color of National’s high-visibility labeling and uniform packaging. 
These smart, trim boxes stand out, boldly identifying National quality by their 
glossy red and black finish. Color-coded labels make stock handling easier, too! Colors 
quickly identify fastener types. And sizes are printed large enough to see, even on 
higher shelves. 
Standardize on National’s most complete, accepted 


quality line . . . packaged to stand out boldly for greatest 
sales appeal. Va »S) _/Vakion a ae 


Ask Your Distributor .. . He Knows F 


Cleveland 4,Ohio « Los Angeles 22, California : ly ceil 
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THE NATIONAL SCREW & MFG. COMPANY c cy 17 
a MOOELL 





